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Ist the Dealer You Want? 


Straight advertising—unbending, 
unyielding “demand creation” —is 
obsolete if measured by sales per 
dollar of expense. 

Later our “zow’ ideas will be 
copied and worked to death. 

As yet they are new. Never 
have failed so far. 

We can get you the Jest dealer 
in each town as your exclusive agent 
or we can get you general repre- 
sentation among dealers. 

But the plans are entirely distinct 
—separate. 





CONVERSE D. MARSH, 
Chairman Executive Committee, 
THE BATES. ADVERTISING COMPANY, 
15 Spruce St., New York. 
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A New Dress for 


THE WOMAN'S 
MAGAZINE 


During the Summer months, while publication was suspended, we had a chance to do 
some tall thinking. THE WOMAN’S MAGAZINE had long been the acknowledged 
leader as an advertising medium for reaching the homes, and the women in those homes, 
in the smaller towns and rural districts. Here was the opportunity to carry out our long- 
cherished desire to improve the paper from every standpoint so that it would stand even 
more closely to the hearts of its readers and supporters. The upshot of the whole matter was 
that plans were laid, and are now being carried out, for marked improvements in the dress 
and contents of THE WOMAN’S MAGAZINE, commencing with the November issue. 

Hereafter our covers will be printed in handsome colors on the big new color presses 
that have been built for us by the Goss Printing Press Co., of Chicago, and which we expect 
to install within a few days. This is only one of the many steps that have been taken 
towards making THE WOMAN’S MAGAZINE a bigger and better publication than 
before. Our Editorial Department has been authorized to spare no expense in the creation 
of illustrations and high-class literary contents that will be in keeping with the handsome 
covers. November issue will be a splendid one, and each succeeding issue’ will show addi- 
tional improvements. Every dollar expended in the improvement of THE WOMAN’S 
MAGAZINE is bound to enhance its advertising value. Advertisers who have hitherto em- 
ployed mediums which circulate almost entirely in the big cities, have been gradually awaken- 
ing to the fact that THE WOMAN’S MAGAZINE occupies an unique position in a virgin 
field that they can cultivate to good advantage, and, after having gradually educated its 
readers to a better form of publication, we believe that the important undertaking now under 
way will prove a welcome innovation. We have always catered solely to the ‘‘ Great 70%” 
that live outside of the big cities, and are not boasting when we say that our organization 
here not only knows what these people want, but is better equipped to give them what they 
want and to secure their subscriptions without the use of premiums, or any other induce- 
ment, than any other institution in the world, Through square dealings with its subscribers, 
as well as its advertisers, THE WOMAN’S MAGAZINE enjoys the confidence of those 
on whom it depends to probably a greater degree than any other publication that might be 
mentioned, as has been demonstrated time and again. Those who are acquainted with the 
situation know that no more remarkable demonstration of public confidence has ever been 
given than that shown in the case of THE WOMAN’S MAGAZINE, .The October issue 
will start on its way this week into 


1,000,000 American Homes 


and it is safe to say that no publication will receive a closer reading. 

If you did not get copy tous in time for October, it would be well to arrange now for 
representation in the big November issue—the first one in colors—which will be a 
“hummer” from eve angle. 


November Forms Close October 5th to 10th 


The new advertising rate is $4 a line fora circulation proven to exceed 1,000,000 copies. 
For copy of October issue, complete rate cards and further particulars, address 


Advertising Department 


THE WOMAN’S MAGAZINE 
University City, St. Louis, Mo, 


CHICAGO OFFICE NEW YORK OFFICE 
1700 First National Bank Building 1703 Flatiron Building 
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A SUCCESSFUL WINDOW 
CAMPAIGN. 


BACKED BY NEWSPAPER ADVERTIS- 
ING OF THE BETTER SORT, TRULY 
WARNER HAS USED DECORATIVE 
WINDOW AND STORE DESIGNS TO 
BUILD UP A LARGE TRADE IN 
MEN’S HATS, 


A typical example of a decor- 
ative campaign that is unique in 
design and execution and highly 
successful as to results is the 
work of Truly Warner, the fam- 
ous $2 hat man. Mr. Warner, 
who was a clerk in Brill Broth- 
ers six years ago, now owns six- 
teen handsome stores in three 
cities and is moving on to cover 
other fields. 

He attributes his success wholly 
to novel methods of window and 
store display supplemented, of 
course, latterly, by newspaper 
copy that had some force to it. 
But the spaces used in three or 
four daily newspapers have al- 
ways been small and have been 
a mere feeaer to the main plan. 
Mr. Warner has taken that staple 
and uninteresting article a man’s 
hat, a thing in itself very difficult 
to say anything new about or at- 
tract attention to, and built up 
the largest single “retail hat busi- 
ness in the country wholly by new 
and daring methods. And _ the 
point is, that following his cam- 
paign throughout it is quite be- 
lievable that the same methods 
would have sold equally well al- 
most any other article under the 
sun. This is what makes of 
Truly Warner a real genius in 
advertising. - To conceive the idea 
of selling men’s hats at $2, and to 
produce an infinite variety of 
styles at that price, was not diffi- 
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cult. Others had done it before 
and were making more or less of 
a success at it, because the price 
is in itself an attraction to the 
masses. But to take that $2 hat 
and sell more than any one else 
was selling was the task that 
truly Warner set himself. A 
Printers’ INK reporter talked the 
other day with Carl Kaufman of 
the Kaufman Advertising Com- 
pany, at 377 Broadway, who has 
personally prepared copy for the 
Warner stores for several years. 

“Mr. Warner’s basic idea,” 
said Mr, Kaufman, “when he be- 
gan his $2 hat campaign just six 
years ago this fall, in his first 
store at 813 Broadway, was that 
he must originate something ab- 
solutely unique to get the public 
into his store, simply because he 
had no money to spend for or- 
dinary advertising. He could not 
afford the newspapers, so he 
turned his thoughts another way 
and conceived the startling idea 
of getting up a window display 
that the passer-by simply could 
not ignore. Another reason that 
demanded something original out- 
side of the regular channels of 
publicity and that should cost 
little, was the smallness of the 
margin on his ‘hats at two 
dollars. 

“To succeed he realized from 
the start that he had to give an 
extra value, which left the profit 
small. Thus he neither had money 
to advertise with in the usual 
way nor was his business likely 
to produce it, at least for a long 
time. Hence the remarkable cam- 
paign founded chiefly on the dec- 
orative idea, which he at once in- 
augurated and which has made 
him famous among American ad- 
vertisers, 
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“The business was built up 
until half a dozen stores were 
running and the trade was firmly 
established, wholly on window 
and store dressing. And even 
after some general newspaper 
advertising was begun about 
three years ago he worked hard- 
er on the window displays than 
ever. The proof of their absolute 
pulling power he noted from the 
very start in the fact that the 
customer had often decided on a 
hat before he entered the store. 

“Fully imbued from the very 
first with the genius of advertis- 
ing, Mr. Warner even changed 
his name to that end. He i 
probably the only man in the 
country who ever had a name 
reconstructed by act of legislature 
for a trademark and for adver- 
tising purposes. “Al” Warner, 
as he was known, was popular 
in the hat trade through his con. 
nection with Brill Brothers for 
several years before he opened his 
first store. There he fell into 
the habit of signing letters: 
‘Truly, Warner,’ instead of the 
usual ‘yours truly,’ The peculiar- 
ity developed into a nickname 
among a few of his most inti- 
mate friends, and seeing the un- 
usual and striking value of it in 
his business, from several points 
of view, he applied to the legis- 
lature and had it made his. own. 
The name is absolutely unique, 
and once seen is unlikely to be 
forgotten. Another factor of 
value is that it inspires confidence 
from the very nature of it. Again 
it has the personal flavor, and 
smacks of the heart to heart ad- 
style. 

“The bringing out of a new hat 
requires months of preparation. 
A style is conceived and sample 
after sample is made before the 
model is perfected. The factory 
is immediately put to work turn- 
ing out the hats. In the mean- 
time I am called upon to lay 
plans for the introduction. First 
the name. Second a special win- 
dow display, and next a plan of 
advertising. 

“The naming of a hat plays a 
mighty important part in its suc- 
cess with us. When a hat is 
named, there is an underlying 
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reason both from the shape, and 
style, as well as the possibilities 
of presenting it in a novel and 
convincing way. For instance, 
the ‘Hereafter,’ which was a wide 
departure from the prevailing 
soft hat styles, was so named be- 
cause Mr, Warner saw in this 
hat the possibility of a prominent 
future style. ‘Mr. Hawkins,’ 


typical English derby conceptio: 
was inspired by the popular song, 
‘Mr. Henry Hawkins,’ being sung 
at that time through all the large 
cities of the country by Albert 
Chevalier, 


the English comedian. 








The ‘Larchmont,’ a breezy soft 
hat shape, was introduced just 
about the time the. Larchmont 
Club was having its annual races, 
and when the papers were full of 
news concerning this well-known 
club. The ‘Willow’ naturally 
suggested itself on account of the 
ease with which the brim could 
be bent into different effective 
and becoming shapes. 

“The window displays of these 
hats, of course, carried out the 
meaning of the name in the best 
possible way. The display i: 
connection with the Larchmont 
hat, was exploited by introducing 
water into the windows, and 
painting in the background a 
miniature of the Larchmont club- 
house. Upon the sails of small 
boats in the water, were painted 
the name of the hat, as well as 
the price and various catchy 
wording, that exploited its ad- 
vantages and style features. This 
display was used in all the New 

(Continued on page 6.) 
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Not very many moons ago a manu- 
facturer started an advertising campaign 
on his product by using seventy lines 
space regularly in THE Lapies’ HoME 
JouRNAL. The advertising paid. 


Enter, an advertising agency which 
believed in splitting up the appropria- 
tion, our modest share being something 
like twenty-eight lines. The advertising 
no longer paid. 


But with experience came wisdom, 
and the manufacturer switched practi- 
cally his entire appropriation back to 
THE Laprts’ HOME JoukNAL with larger 
space than before. There was also a 
new advertising agent. 


The moral of this history is, that a 
man six feet high is stronger than two 
boys three feet high. 


THE Lapies’ Home JourNAL has 
six million readers. 


THE CuRTIS PUBLISHING COMPANY 
PHILADELPHIA 


New York Boston CHICAGO * BUFFALO 
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York stores. It continued about electric lights, which were hidden 
ten days, and by that time the hat from view by red ferns, flash- 
was thoroughly advertised and ing in and out at intervals, so 
pretty well sold up. Another that one moment the window was 


Arrives Tuesday 


Jules Norner 


Receives Jo-morrow 


Fula Marner 
“Mr Hawkins 


I’m A HAT w'ie:surr- § Fxg § 
aa ace of Fuh Naren 


very simple and effective display in total darkness and the next 

was used in the hat called ‘Here- moment a blaze of light. 

after.’ This entire window was “While our window displays 

trimmed with dark red cloth and are generally very novel they are 
(Continued on page 8.) 








hidden 
flash- 
als, so 
W was 





PRINTERS’ INK. 





ADVERTISERS INVITED TO CALL 














ON THE PIERCE PUBLICATIONS 


| And Inspect Post- 
Office Receipts, 
White Paper Bills, 
Subscription Lists 
| and other « Proofs 
* That Prove.” 


The PIERCE PUBLICATIONS have no secrets from 
the advertiser. The 190,000 circulation of the three great 
PIERCE WEEKLIES, namely, 


THE IOWA HOMESTEAD, Des Moines, lowa, 
THE FARMER AND STOCKMAN, Kansas City, Mo., 
THE WISCONSIN FARMER, Madison, Wis., 


constituting the most powerful local agricultural proposition 
in the world, covering the ten rich States of Iowa, Illinois, 
Nebraska, Wisconsin, Minnesota, North Dakota, South Da- 
kota, Missouri, Kansas and Oklahoma, is as solid as Gibraltar 
at all times; and advertisers are cordially invited to call at 
our central offices in the Homestead Building, 301, 303 and 805 
Locust Street, Des Moines, lowa, and personally inspect the 
post office receipts for postage paid, the bills for white paper 
actually used in printing, our subscription lists, and other 
substantial, proofs of the justice of our claim that the 
PIERCE WEEKLIES are the — single localized 
agricultural proposition in existence, having even more circu- 
lation than they advertise, and of the highest quality. 


The PIERCE WEEKLIES have a flat combination 
rate of 60 cents a line, agate. 


The PIERCE P LICATIONS are five in number— 
the three PIERCE WEEKLIES and two vigorous, grow- 
ing monthlies—The Homemaker and The Farm Ga- 
zette, both of Des Moines, Iowa. The circulation of the 
entire group of five is 370,000; display space, $1 per agate line. 















THE PIERCE PUBLICATIONS 


Central Office, Homestead Building 
DES MOINES, IOWA 
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always practical, as we do not 
overlook our main idea—to al- 
ways show the hats off to best 
advantage. 

“We have a complete floor 
above one of the stores, where 
there are a number of dummy 
show windows. Here we make 
experimental displays, many of 
which are never seen by the pub- 
lic. When a display is perfected 
and selected it is photographed 
before being thrown down, so 
that our corp of window dressers 
here and in the other cities will 
be able to reproduce it and give 
the exact effect to the window. 
With this goes a color scheme as 
well as details regarding the 
amount of materials used, ete. 
The same displays are brought 
out in all the stores on the same 


ay. 

“Mr. Warner does not believe 
in keeping any one display in his 
windows any great length . of 
time. His idea is to continually 
give the people something new. 
Although he might show one style 
hat a month, it is served up 


weekly with a different display. 
“One of our best window dis- 


plays was called the ‘Autumn 
window,’ which consisted of gold 
trees, gold leaves and gold cur- 
tains. There were card signs with 
black lettering. This was to ac- 
company a general fall hat dis- 
play. The ‘daisy’ window was 
also very effective. The entire 
floor was covered with daisies. 
The background’ consisted of 
branches of trees with daisies all 
over it. ‘It’s a daisy’ was the 
name given this hat, which was a 
soft shape. The ‘Just Brown’ 
hat, was gotten up by decorating 
the window in the newest shades 
of brown. Signs were painted 
in these different shades. The 
black and white check window 
was very effective. The signs 
were printed black and _ white 
check on cardboard, 

“The pebble window was a 
brick wall in the back with an 
old rustic fence. The bottom 
was filled with sea pebbles and 
grass. There were flower pots 
with bushes on which the hats 
were placed as though they were 
growing on the trees. Big signs 
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were printed 
styles grow.’ 
sign, ‘lhe 


reading ‘Where 
There was also a 

Road to Yesterday,’ 
‘To-day’s Road Always Leads 
Here,’ 


“We also had a solid black 
window, introducing a new gray 
derby which was the first one 
brought out. In the background, 
on the curtains and on the floor 
were miniature skeletons, cross- 
bones and various other emblems 
of death. The underlined outline 
being ‘Don’t be a dead one, get 
the new pearl derby, the Classic.’ 

“The ‘Elks’ window was work- 
ed.in purple and white, the colors 
of the Elks. In the background 
was a number of white portiéres 
draped in a half circle shape. 
These were filled with purple li- 
lacs. The entire bottom of the 
window was plain white with 
purple ribbons. In the center of 
the window was a large Elk hand- 
painted on a net, which in the 
day-time showed off to good ad- 
vantage, and at night stood sil- 
houetted againt a background, be- 
cause the net was transparent. 
This display was made only in 
Philadelphia stores on account of 
the Elks’ Convention there. Every 
sign contained the Elk head with 
the Elk emblem.’ A _ play was 
made on the Elk’s B. P. O. E. 
and signs reading ‘Best Pick on 
Earth’ were used. 

“The Chicago store is fitted up 
to represent a Venetian villa. The 
Philadelphia store represents an 
Old English hamlet. The cases 
in which the hats are dislayed 
are gotten up in house form and 
are lights, which light up the cases 
representing an old-fashioned vil- 
lage street. Standing at the far 
end of the store, and looking 
down the aisle, the effect is that 
of a long street, with many quaint 
houses on either side. Mr. War- 
ner believes that putting his 
money into such elaborate decor- 
ations, not only has a most fav- 
orable effect on the buyer, but 
causes him to herald this unusual 
hat display, thereby attracting 
other customers and giving him 
a line of advertising that would 
be impossible to create through 
other channels. The effects are 
so unusual and striking, that the 
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customer will go home and nat- 
urally talk to his friends and 
neighbors about the store, and 
many people will come in to look 
over the store, and in that way 
are often led into buying hats. 

“In the Philadelphia store the 
effect is intensified by a real dog 
kennel, and instead of having a 
dog inside we have the money- 
dog or safe. 

“The public will no doubt no- 
tice that Mr, Warner's windows 
are divided up into a number of 
very small windows. This effect 
enables him to divide off his win- 
dows so as to show different style 
hats in the same window, and yet 
bring out each style separately. 
In many cases where a hat he 
introduces is gotten up in three 
shades, he will dress one section 
of the window in black, one in 
brown, and another in pearl, thus 
giving persons interested in any 
one color the chance to see all 
the styles in this shade, and 
without search to make the selec- 
tion of the hat he wants. 

“People have carried out one 
or two stunts from time to time 
in their stores, but no hatter with 
a chain of stores has ever under- 
taken such a tremendous scheme 
of decorative advertising. That 
it will be the forerunner of sim- 
ilar work in other lines cannot 
be doubted. The whole effect of 
the campaign is not only attrac- 
tive, but impressing, and in acer- 
tain sense educating. 

“Por instance, in the case of 
building up our store interior, an 
architect has always been con- 
sulted and details were followed 
according to historical and archi- 
tectural laws. 

“The results of this advertising 
had been instantaneous, and it has 
always been our idea to hit while 
the iron was hot and force the 
greatest possible volume of busi- 
ness while the public is in the 
humor of buying. We do very 
little general advertising through 
the season, but rely solely on the 
bringing out of new hat ideas, 
presented in such a novel form 
that the effect of the advertising 
will live after the completion of 
the series, 


“Now as to results: Instead of 
people feeling that the effects 
were too novel and too sensation- 
al, and being driven away by 
them, they have always contri- 
buted to build the business up 
solidly. People have gotten inthe 
habit of waiting and looking for 
Truly Warner hat ideas at the 
beginning of each season. To 
this we attribute a tremendous 
volume of business generally done 
immediately after the introduc- 
tion of a new hat. 

“While the Truly Warner ad- 
vertising has been novel and 
unique, there has been nothing 
freakish or overdone in the dis- 
plays, I believe I can truly affirm, 
from first to last.” 











CIRCULATION GAINS 
IN SUMMER 


are in evidence only 


When a Paper is in Demand 


Circulation that comes to a paper 
on its merits is the kind that brings 
results to advertisers. In Chicago 
there are many newspapers, but 
none show gains like the 


RECORD-HERALD 


Circulation for August: 


Daily, Sunday, 
exceeding exceeding 


153,693 219,469 
Gain over Gain over 


last year last year 
exceeding exceeding 


14,123 22,589 








The 
Chicago Record-Herald. 








The German Weekly 
of National Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. 
Circulation [49,281. Rate 35c. 
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THE USE OF THE FLAG 
AND OF GOVERNMENT 
OR STATE INSIGNIA AS 
TRADEMARKS, 


With the great expansion of 
advertising the question of the 
use of the United States flag or 
of a governmental coat of arms, 
as a trademark, as a wrapper, or 
labcl, or for any commercial pur- 
pose whatever, -has become a 
highly important matter. 

Several recent decisions against 
such uses have called renewed at- 
tention to this question. There 
is a growing tendency in this 
country to stamp out the use of 
governmental symbols for the 
purpose ‘of private enterprise, 
which seems to be quite in keep- 
ing with a wise public sentiment. 

In this we are only following 
in the wake of the older nations, 
many of whom have long had 
prohibitive laws in force. 

As is well-known the general 
right to property in a trademark 
in this country is a matter of 
common law. It is simply a case 
of original use, a merchant or 
manufacturer’s right in a trade- 
mark consisting wholly in _ his 
ability to establish a claim to 
original occupancy. This, of 
course, means a right in the 
whole trademark as such, and 
not to any word or mark of 
which it may be composed separ- 
ately. 


While 


long 
defining 
other details of the 


Congress 
passed legislation 
colors and 
United States flag, it has never 
made any laws prohibiting or 
limiting the use of our national 
emblem. The nation was young 
when the flag law was _ passed, 
and it is entirely unlikely that 
any such conditions as_ have 
arisen with our great commercial 
expansion were foreseen, The 
flag was considered a sacred em- 
blem, and no thought that com- 
merce would ever lay its dese- 
crating hand upon it seems to 
have entered the minds of our 
forefathers. 

The absence of a condition al- 
ways implies the presence of its 
opposite, as silence is said to give 
consent, The absence of a pro- 


ago 
the 
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hibitive law thus seemed to cre- 
ate a privilege, which has to a 
greater or less extent been taken 
advantage of. 

The present National trade- 
mark law, in one of its recently 
added clauses, carries the first 
definite limitation of the use of 
governmental insignia as trade- 
marks. The exact language of 
the statute provides that no 
trademark which “consists of or 
comprises the flag, or coat-of- 
arms, or other insignia of the 
United States, or any simulation 
thereof, or of any State or muni- 
cipality, or any foreign nation, 
shall be registered.” Here is a 
very definite statuté. covering the 
situation so far as _ trademarks 
are concerned. Prewious to its 
enactment the usage of the pat- 
ent office for some years had 
been a refusal to register trade- 
marks of the above character on 
the general plea of public policy. 

The present trademark law 
carries a ten year proviso which, 
on its face, allows of the con- 
tinued use of a trademark, based 
on or containing governmental in- 
signia, provided it had been in 
actual use for ten years preced- 
ing the passage of the act. But 
there have been three recent and 
important decisions by the Court 
of Appeals of the District of 
Columbia against this construc- 
tion of the law on the ground of 
public policy; and there is good 
ground for the belief that any 
case involving the use of govern- 
mental or State symbols, for busi- 
ness purposes, which gets into 
the courts hereafter will be de- 
cided against, in view of these 
decisions which are now gener- 
ally recognized as establishing a 
precedent. 

In a recent important case in 
Massachusetts, the Common- 
wealth vs. R. I. Sherman. Mfg. 
Co., the Supreme Court of Mass- 
achusetts held the State’s right 
to prohibit the use of “the arms 
or the great seal of the Common- 
wealth or any representation 
thereof for any advertising or 
commercial purpose whatever.” A 
sweeping decision which was 
followed by legislative enact- 
ment, the manufacturing com- 
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munity being protected against 
loss, by being given one year to 
dispose of merchandise bearing 
the prohibited matter,—the .law 
not to take effect until that time. 
A very recent decision in Ne- 
braska, the case having gone as 
far as the Supreme Court, pro- 
hibited the use of the United 
States flag as a part of the label 
on a beer-bottle. It will be ob- 
served that while the present Na- 
tional trademark law covers the 
trademark situation, local cases 
of various kinds are springing up 
all the time, and will continue 
to until each State legislature has 
molded and passed for itself a 
definitely prohibitive law with 
appropriately heavy penalties. 
All leading foreign nations 
have passed prohibitive legisla- 
tion against the registration of 
their coat-of-arms as a_trade- 
mark. These are Great Britain, 
Germany, Austria, Hungary, 
Spain, The Netherlands, Sweden, 
Switzerland, Norway, Peru, 
Chili, Costa Rica, Guatemala, 
Portugal, Bulgaria, Roumania, 
Servia, Denmark, Brazil and Japan. 


A CURIOUS FORM OF CENSOR- 
SHIP. 


In connection with the censorship 
of advertisements in Germany, we 
learn that a firm which spends a mil- 
lion a year in telling the public of its 
medicine has been told by Germany 
that if it advertises any more in that 
country it must condense its announce- 
ments down to a couple of inches. 
Recently these advertisers took a 
quarter of a single column in a Ger- 
man newspaper. A few days after the 
advertisement appeared the publisher 
wrote to the advertisers stating that 
he had been summoned and _ fined for 
“bombastic” advertising. No . other 
advertiser occupied more than one or 
two inches of space, and one of the 
subscribers to the newspaper informed 
the local police that the quarter of a 
column—although it set forth the value 
of the medicine in terms of the strict- 
cst moderation—was offensive and_ir- 
ritating to the reader. The authorities 
did not in any way question the 
efficacy of the medicine; the sole ob- 
jection was that an advertisement that 
occupied so large a space was offensive 
to the readers. The Fatherland is ex- 
tremely strict in its supervision of ad- 
vertising. A patent medicine vendor 
is not permitted to announce the dis- 
ease his wares are intended to cure. 
Only the general effect it may have 
upon the system can be set forth, 
snd the reader’ must himself conclude 
for what particular ailment it is in- 
t.nded.—The British Printer. 


*—New York 


The Whole Family 


are interested in the 
5-cents-a-word classified 
advertising columns of - 
The National Farmer, 
A Pioneer Farm 

Monthly 157,629 circu- 
lation of 22 years’ growth, 
- reaches from Maine to 
California. It will sell 
anything advertised in its 
columns from, Pigs to 
Pianos, Pins to Poultry. 


For copy of paper and further in- 
formation address Advertising Dert., 


The National Farmer, 
Augusta, Maine. 


FRANK H. THOMAS, FRED H, OWEN, 
Chicago Office, New York Office, 
1635 Marquette bldg. 1105 Flatiron Bldg. 








THE SOUTH DEMANDS: AN AD- 
VERTISER’S ATTENTION. 

E. H. Edmonds, editor of the Man- 
ufacturers’ Record, estimates that ‘the 
cotton crop this year. will bring $900,- 
000,000 into the South, or about 12% 
per cent more than any previous cot- 
ton’‘crop has netted that section. He 
points this fact out as showing that 
the Southern States have at last begun 
to come “into their own again.” This 
estimate is hardly believed accurate by 
the majority of cotton mill owners in 
North Carolina, South Carolina and 
Georgia. From their opinions, it would 
seem ‘that the cotton crop of the South 
this. year would net it about $835,000,- 
ooo, Should this latter estimate prove 
correct the South would still receive 
$35,000,000 more for the crop than it 
did the preceding year. “One of the 
most noticeable signs of the increased 
prosperity of the South,” said Gover- 
nor Hoke Smith of Georgia in a re- 
cent speech, “is the increased number 
of cotton mills that are being put up 
all over the cotton producing States. 
One has only to travel through Dixie 
to:prove for himself the truth of that 
statement. The mills are moving to 
the Cétton fields instead of the cotton 
moving to’the mills in New England. 
Tribune, 


—_—_+o+— 
Tue following announcement on a 
furniture dealer’s window is pertinent: 
“Some dealers have Bargain 
We _ give Bargains every 
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A RAMBLING . T/.LK | BY 
“THE OLD CIRCUS MAN.” 


Because the circus manager 
advertises largely it does not fol- 
low that he is rash and extrava- 
gant in his expenditures. © Both 
he and his manager of advertis- 
ing are judicious and systematic 
and in consequence successful. 

A very simple method keeps a 
check ‘on the pictorial posters 


used during the season and pre- jy 


vents waste and accumulation. 
‘the large shows, to guard 
against the possibility of fire or 
disaster, place their orders with 
several printers of lithographic 
posters, not trusting all their 
eggs in one basket. An estimate 
is made of the quantity of ‘“‘pa- 
per’—the number of sheets that 
will be put up on the average 
daily, and the variety from each 
house is selected with an eye to 
both town and country billing. 
The shipments arrive in the num- 
ber of “day’s work” ordered and 
are sorted so as to get a display 
from each of the printeries. In 
some places the day’s work is 
not sufficient; in others it is 
more than enough and evens up 
to the anticipated average during 
the season of exhibition. 

Certain posters of a general 
nature are used yearly. Of such 
a two years’ supply is ordered at 
quite a saving. The same fore- 
sight applies to window litho- 
graphs. Large shows must of 
necessity arrange their transpor- 
tation long in advance as_ they 
cannot hop, skip and jump about 
like the minor concerns. 

In the event of opposition, or 
a circus war, there is a tempor- 
ary increase of advertising, most 
of which goes to the press. Itis 
often the case that the larger 
advertising brings greater re- 
ceipts to the winning show. 
Some of the most profitable sea- 
sons pulled off have been through 
a constant battle for supremacy. 
Opposition puts all. the advertis- 
ers on their mettle and every 
man of the advance exerts him- 
self to the limit of ability and 
endurance. Extraordinary expe- 
dients of ingenuity are adopted 


in which printing ink and the 
power of the press cuts a promi- 
nent figure. 

Under normal conditions the 
advance newspaper contractor 
keeps the advertising at a daily 
average but discriminating as to 
the size. of the town and the cir- 
culation of the. mediums em- 
ployed. The wise circus news- 
paper man is not inclined to 
drive too hard a bargain with 
the country editor and publisher. 
fe is a man of importance in 
his town and perhaps has been of 
valuable assistance to the agent, 
taking out licenses, leasing exhi- 
bition grounds, and securing lo- 
cations for billboards. 

As to the use ot newspapers in 
foreign languages, tw@ of the 
most succcssful showmen had 
different policies. The represen- 
tatives of P. T. Barnum for a 
long series of years had no faith 
in. the press printed in the Euro- 
pean tongues and only employed 
the best in the. largest cities. 
Adam Forepaugh by descent was 
a Pennsylvania Dutchman, whose 
original name was Forepbaugh. 
His stronghold for years was in 
the West, but in course of time 
he achieved national _ reputation. 
The Germans claimed Adam as 
their own, and the Hollander and 
the German publisher got an ad, 
no matter how insignificant his 
weakly weekly. When Barnum 
battled Forepaugh in the West, 
the former, still ignoring the 
German and the Dutchman, had 
many enemies- in thesé | publish- 
ers, and the latter an equal num- 
ber of partizans to advance his 
cause and sound the praises of 
the showman who extended them 
patronage. The willing assist- 
ance of the foreign language. pa- 
pers came at a time when it was 
most needed to meet the. on- 
slaughts of the mighty P. T. 

The circus manager years and 
years in advance of the director 
of the theater employed a 
“writer” whose duty it was to 
prepare the distribution _ bills, 
newspaper advertising copy, and 
advance notices. In event of op- 
position the knight of the pen 
was in the thickest of the fray 
to shed ink. The press agent to 
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accompany the show and ‘ enter- 
tain the editors and reporters is 
a French idea introduced in this 
country by Col. Dan Rice with 
his’ Paris Pavilion Show, and 
afterwards taken up by cis 
Barnum under the regime of 
William C. Coup. The first 
American press agent with the 
show was David 5S. Thomas of 
New Haven, Conn., a practical 
printer and former journalist 
who rose from the case. After 
leaving Rice, Thomas remained 
with the Barnum show under 
several different managements 
for a long series of years. 

The circus manager differed 
from the theatrical manager in 
the presentation of press _ pub- 
licity. The circus press agent 
has used a clean pen and not 
written with a rake to retail 
scandal. The circus manager to 
begin with detests scandal, and 
is much stricter in the discipline 
of his company. He prides him- 
self on heading a Great Moral 
Show. The eccentricities of al- 


leged geniuses do not count for 


a cent with a circus manager. 
With the theatrical manager they 
count for dollars to the injury 
of the stage. Infractions of de- 
cency mean discharge with the 
white tents, and the culprit may 
be the greatest artist in the 
world, yet his ability will not 
save him from the enforcement 
of the rules to the letter. 

The circus holds forth special 
inducements to the press agent 
to enlist with the red wagons. 
The manager has __ substantial 
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property in sight and is respons- 
ible. The writer gets his salary 
whether it comes in or not; it 
takes real money to.,equip a cir- 
cus. The bill writers and often 
several others of the promoters 
of publicity are employed all the 
year round, and year after year 
if they fill the bill. 

The circus manager is a thor- 
ough-going, hard-working  busi- 
ness man. He is not capricious. 
No star of the arena is permitted 
to run the business after the 
manner of the disastrous med- 
dling of so many in the dramatic 
field. No authors of the play 
puts in his oar. The circus mana- 
ger directs his own affairs. 

In the advertising department 
the circus manager seeks for the 
best, and when found is willing 
to pay liberally for the right man 
in the right place. 

The circus press agent’s aim 
is to create talk, not tattle; to 
tell the attractions of the show 
in a readable and enticing form 
that the receipts and his salary 
may both be increased. Adver- 
tising with the circus manager is 
a study, not an accident, and re- 
quires the experience that no 
self-vaunting theorist who writes 
of publicity can supply. Given 
the level-headed manager, the at- 
traction worth the expenditure 
and judicious advertisement, suc- 
cess follows as a remunerative 
result. CuHartes H. Day, 
Former advertising manager for 

the late Adam  Forepaugh, 
and author of “True Tales 
of the Sawdust Ring.” 








expenses will be much greater. 





THE PAST YEAR 


Che Des Moines Capital 


has made great progress in improving the CAPITAL as a genuine news- 
paper. Heavy expenditures have been made in theemploying of an eminent 
dramatic critic and also in men to handle local news. The Capita is the 
great home newspaper of Des Moines. It is particularly a newspaper 
appreciated by th3 women. Any advertiser who wishes to create a market 
in Des Moines and Iowa can do so by using the CAPITAL at a minimum of 
expense. Without the CaAPrTaL complete success is impossible, and the 


._.. { O*MARA & ORMSBEE, Brunswick Blig., New York 
Eastern Representatives { Er MeR WILSON, 87 Washington St, Chicago, 
LAFAYETTE YOUNG, Publisher. 
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ADVERTISING FOR THE 
BAKER. 


The retail baker, although he 
seldom advertises aggressively, 
has undoubtedly a better founda- 
tion for live promotion work 
than most other retailers. The 
right sort of publicity could not 
only be made to bring him more 
business, but would also correct 
certain trade evils of which he is 
to-day complaining. 

Wholesale bakers advertise to 
some extent. Individual names 
crop up prominently in certain 
cities. A list of wholesale bakers 
who are aggressive in their com- 
munities includes: 

The Freihofers and the Kolbs of Philadel- 
hia, the Ward-Mackeys ot Pittsburg, the 

oward Smiths of Kansas City, the Boettlers 
and the McKinneys of St. Louis, the Mortons 
and the Wagners of Detroit, D. xters of Spring- 
field, Mass.; Campbell- Sell of Denver, Joseph 
Reuther and the Bacher Bros. of New Orlears, 
Schulze, Heissler & Junge, the Piper Baking 
Co, of Chicago, the George G. F x Co., and 
the Fergusons of Boston, Boston Baking Co., 
and Charles Schneider of Washington, D. C.; 
Kern of Knoxville, the Bryces and the Tag- 
garts of Indianapolis, Regan Bros. of Minnea- 
polis, Collins of Buffalo, Bauer Bros. of Pitts- 
burg, the Banner Baking Co., John 
Schneider’s Sons Co., Siehebecor Bros. 
Julius Bauer Co., and the French Baking Co. 
of Ciacinnati. 

These, however, are the big- 
gest concerns in the baking busi- 
ness, houses with large modern 
plants, producing their goods 
with the most advanced machin- 
ery: and methods, distributing 
throughout important communi- 
ties ‘with wagon organizations. 
And it by no means includes all 
the great wholesale bakers. The 
Fleischmanns, in New York City, 
have never advertised, and a 
glance over the lcading cities will 
show similar examples. 

The small neighborhood :baker 
in a big town, or the wholesale 
and retail baker, in}a .moderate- 
size community, seldom go fur- 
ther than printing bald business 
cards in local papers. Some adopt 
attractive trade names for special 
kinds of bread, and push them to 
a slight extent. But aggression 
is rare. The baker in this class 
universally believes that he has 
done all that is possible toward 
promotion when he makes good 
goods. and it is an axiom—rather 
a_ tricky one—in this’ trade that 
“Tf you manufacture good bread 


it will advertise itself and all 
your other products.” Despite 
this half-truth, however, the 
small baker complains of en- 
croachments by competitors who 
make goods of questionable ma- 
terials and push them at bargain 
prices, offering larger profits to 
grocers and others who handle 
them at second hand.- And it has 
been shown by statistics that the 
home-made loaf still maintains 
between fifty and sixty per cent 
of the total bread consumption of 
the country. The retailer resents 
the home-baked loaf... It takes 
away trade, and that is bad. But 
it is also indigestible, ,which he 
considers worse. Bread isn’t any 
too digestible at best. But the 
home loaf is least ‘digestible, 
while the good bakery: loaf rep- 
resents something more or less 
exact and modern and -scientific 
in bread that can be digested. 
The public doesn't know _ this, 
however, for the baker has never 
told them. So, while women 
have left off making shirts for 
their husbands and clothes for 


their children; while they no 
longer leech ashes and manufac- 
ture soap at home, or kill a hog 
in fall and salt it down for the 
winter, they do make bread, and 
the baker finds himself competing 
with the last of the old, laborious, 


foolish .home industries.’ Which 
is a good thing for him, on the 
whole, for it represents just so 
much more margin of + -potential 
business to be acquired. 

Even the smaller bakeries have 
now risen from hand labor to 
machinery. Bread and_ baking 
sundries are mixed, kneaded, 
moulded and handled by ingen- 
ious apparatus. Materials are 
subjected to laboratory _ tests. 
Distribution gives the baker 
a larger market. The result is 
that. with a’ plant capable of pro- 
ducing’ more goods than in the 
days of hand processes, he may 
find it idle part of the day. His 
competitors’ plants stand idle 
part of the day, too, owing to 
excess capacity. Lack of an ad- 
vertising tradition in the baking 
business leads to the next best 
solution of this difficulty—price- 
cutting to grocers and other 
middlemen. ‘Methods like these,” 
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says an authority in the industry, 

“are making the baking business, 
which is the staple of all staples 
in the business world, a hazard- 
ous undertaking, and. with such 
practices all the advantages 
gained by introduction of new 
machinery and appliances, are 
nullified, and they become a 
boomerang instead of a blessing.” 

That was the situation in 
cracker baking when the Nation- 
al Biscuit Company was formed. 
Prices had not only been cut toa 
point where there was no profit, 
but the quality of the product had 
been cheapened. The National 
took the modern way out of this 
jungle, making better goods and 
advertising them. That is ob- 
viously the remedy of the bread 
and cake baker, His business is 
one of direct interest to every- 
body, and its technicalities have 
thus far been kept in his plant. 
Even the superficial advertising 
of good bread by a brand has 
produced more business for him. 
When he begins to talk about 
cleanliness, quality, digestibility, 
etc., on strictly modern advertis- 
ing lines, -he will have a wide 
audience. His business, too, is 
almost entirely a cash one, and is 
to-day perfected along the most 
efficient and economical lines in 
distribution of product to homes, 
And what a little publicity will 
do for him is shown in an in- 
stance from the Bakers’ Helper, 
citing a bakery in a_ western 
State where sales over the count- 
er of $500 a day are not uncom- 
mon. ‘This establishment's goods 
are said to be no better than 
others, but one of its features is 
baking in plain sight of the pub- 
lic, operations going on all day 
right beside the counters. Cus- 
tomers see the goods made. 
Everything is spotlessly clean. A 
portable oven, covered with white 
enameled tile and nickeled, oper- 
ated by bakers dressed in white, 
brings counter sales that exceed 
the whole output of the average 
neighborhood baker. 

The new pure food law has 
helped the baker, too, it is said, 
for it makes impossible the use 
of many miserable _ substitutes 


with which the industry was 
cursed, and bars certain crooked 
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‘Over SIX MILLION Women 


Used May Manton Patterns dur- 
ing the past year. These women 
are loyal to Dressmaking at 
Home because it portrays the 
fashions they are using and no 
other magazine can take its place 
with them. 


Dressmaking 
At Home 


Shows the advanced styles of the May 
Manton Patterns to the Women 
of the Home. 


GUARANTEED 
circuLation 150,000 
Rate 75 cents per agate line. 


DRESSMAKING AT HOME, 
306 Masonic Temple, Chicago. 
418 Fiat Iron Buiiding, ew York. 

















devices of the unscrupulous 
baker, who formerly had price 
advantages over the one who 
would not resort to such ma- 
terials. 

The industry formerly com- 
prised three distinct branches. 
First came the great wholesale 
baker, who of course still exists, 
and whose business is expanding 
everywhere. Then came the com- 
bination baker, who did a whole- 
sale and retail business, Third, 
the strictly retail baker, selling 
over his counter and delivering 
to a small neighborhood. The 
wholesale-and-retail baker has 
come so sharply into competition 
with the larger wholesale estab- 
lishments, selling to grocers, 
hotels, etc., that his wholesale 
trade has disappeared, and he is 
forced to develop a strictly reiail 
trade. The trade baker, on the 
contrary, is brought into no seri- 
ous competition with the whole- 
saler if he makes good goods 
and advertises them, and for this 
reason most of the wholesale- 
and-retail bakeries have stepped 
into strictly retail trade, 
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The two branches of the busi- 
ness now- surviving are both 
amenable to vigorous, informative 
advertising. The retail baker can 
afford to put twenty-five per cent 
better materials into his goods 
and maintain a reputation for 
quality that makes him unassail- 
able by the wholesaler. The lat- 
ter, by advertising and an enor- 
mous. distribution, can compete 
chiefly on bread. When it comes 
to cakes, pies and sundries, the 
retail baker always has an ad- 
vantage because he can _ handle 
such goods in better ways than 
the grocers who sell the whole- 
saler’s bread, and because he is 
in direct contact with: his cus- 
tomers, and: the bakery business 
largely a personal one in which 
acquaintance and.-direct dealing 
are desirable considerations with 
the purchaser. Cake and some 
other lines ate even said to be 
unprohtable to the big wholesaler 
who monopolizes most of the 
bread business. The latter, too, 
gets most of the undiscriminat- 
ing trade—that of people too 
lazy or indifferent to go for 
their supplies in person, and 
assure themselves as to. the 
quality and cleanliness of their 
supplies. 

Quality is the whole 
the baking business 


keynote 
to-day. 
And as this is also. the keynote 
of the most advanced advertising 


of 


and business extension, the bak- 
er’s little problem seems simple. 
He has only to combine publicity 
with his quality and let the pub- 
lic know more about himself. 


—- - -4e> — 


SHOP SHOTS, 


The successful merchant 
who combines first-class 
gain-like prices and the 
inent of customers. 


is the man 
values, _ bar- 
proper treat- 


The man who can’t attend to cus- 
tomers with a.coat on might do in a 
barber shop, but he is certainly out 
of place in any store where ladies 
trade. 


It takes more than a big store full 
of goods to keep the people thinking 
about you. The people think about the 
things they are constantly told to 
think about. 


Special sales are the sign of the 
live store, Don’t waste time in ex- 
plaining how your business is one in 
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which it is 


special 
sales. Just 


impossible. .to - have 
have them. 

Better that’ the cleanliness: of your 
store go unnoticed than that anyone 
have occasion to. remark upon the 
presence of dirt or cobwebs. 


The man who is always waiting for 
the demand is never ready for it when 
it comes Don’t be afraid to buy 
goods for the busy -seasons just be- 
cause there isn’t much doing now. 


There’s money in side lines if you 
get the kinds there’s money in. Don't 
be too quick though to take up the 
proposition of the fellow who has 
something you can make a million on. 

The old show-case  arrange- 
ment month in and month out, no 
matter how many new goods, looks 
like the same _ old _ stock. Change 
things around if you want to attract 
attention. 


same 


Tt isn’t 
best ad. 
man .who 


the largest ad that is the 
What would you think of -a 
took the largest size pair 
of shoes in order to get the biggest 
value. The shoes must fit and the 
ad must fit. 


Between the drilling of the plebes 
and the marching of the highest class 
lies a vast amount of routine that 
wasn't fun. The work that makes any 
success may not be fun, but it’s ab- 
solutely necessary. 


Don’t tie yourself to 
side of the street just because you 
have been there a long time. It takes 
a radical change to make a big  suc- 
cess. If you want to be noticed, do 
something noticeable. 


the wrong 


In new lines of goods is where the 
profits _ lie. The old standbys that 
every dealer keeps have the prices all 
cut to pieces on them. Get the new 
things ahead of the other dealers and 
make the bigger profits. 


The 
without 
nal at 


man who tries to get along 
his trade or advertising jour- 
the end of the race will find 
himself among the also ran. Might 
few men can run a business success- 


fully on their own brains alone. 


If you have one or two customers 
who like to pay outrageous prices for 
goods, don’t forget that you can bet- 
ter afford to lose all such customers 
you’re likely to have than a tenth of 
the trade that wants to buy as cheap 
as_ possible. FRANK FARRINGTON. 


_C(<C +> 
TRUTH. 


Shop windows are a sort of mech- 
anical education. A stranger let loose 
among London’s . miles of . windows, 
will know. half of them . intimately 
after he has walked the streets a 
month or two; nor need he devote any 
time to become acquainted with them, 
for they have a trick of devoting time 
to him.—Profit Maker. 
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A Roll of Honor 





No amount of money can buy a place in this list fora paper not having the 


requisite qualification. 


Advertisements under this caption are 


jinn 


from Li 8 whi 





0, accord- 


ing to the 1906 issue of Rowell’s American Newspaper Directory. have submittea _ 


that edition of tne Directory a 


duly signed and date: 





also from publishers who for some reason fated to obtain a 
Directory, but.have since supplied a detailed cir 
period of twelve months prior to the date of making the cuaanene, such state- 


covering & 


a figure rating in the 906 
escribed above, 





ment being available for use in tne 1907 issue of the American Newspaper Directory. UVir- 
aaa figuresin the ROLL oF Honok of the last named character are marked with an (> ). 


These are generally regarded the pastors who believe tnat an advertiser has a right 


to know what he pays his hard cash fo 


The full meaning of the Star Guarantee is set forth in Rowell’s American 


Newspaper Directory in the catalogue description of each p 
No publisher who has a 7 doubt that the absolute accuracy of his Grontesion 
ight and clear after the most searching investigation 


it. 
statement would stand out b 





would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA, 
Birmingham. Ledger, dy. Average for 1906, 
pt ‘Best advertising medium in Alabama. 
ontgomery, Journal,dy Aver. 1906, 9,844. 
me ‘afternoon ome newspaper of its city. 
ARIZONA. 


Phoenix. Kepublican. Daily aver. 1906,6,.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 
Fort Smith, Times. Evening fexcept ry Eee 
Sunday morning. ‘ Daily averaye 1906, + 
"Fit 1007, 


—_—o IA. 
fr eee 


Average 
He 189. Only Galt. 
latio 
San Feenaises, Sunset Magazine, monthly; 
literary; 192 to #8, x8, Averaye circulu- 


m guaranteed by 
tion seven Ad: endin July, 197, 91,42s. 
Home Offices, Flood Building. ‘ 

Les Angele Catitornia Cultivator, is the 
only ‘Agricultural, Live Stock, Fruitand Poultry 
Magazine puvlished in California entitled to 
plaee on ne Rollof Honor. Best ady. mediam 


in the 
COLORADO. 
Denver poe. Circulation—Daily 59,674. 
“tthe tearee Tel Telis RESULTS. 
@™ The absolute correctness of the latest 
~ circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Brid Evening Post. Sworn dy. Aug. 
1a : 


; Bri rt, Morning Telegram. dail 
average. Tor 4 Avy 1907, sworn 1 489. 
You can’ cover Bridgeport b. _ 

Telegram only. late, aire. rer line, flat. 


Meridén. Journal, evening. Actual arerage 

for 1906, Tba0. Fi First four months 1907, 7.734. 

puneeee. Moruing Record and Republican. 
ly average Sor 195, 7.57%; 1906. 7.672. 


Bede Haven, Evening Register,dy. Annual 
sworn aver. for'i906, 14.881; p atm a 1,662. 


New Fe eee mecial Agen sont ran 8,686; 


1908, By 


Roahin 





New Haven, Union. Average /906,16,481. 
First 6 mos., 07, 16,582. E. Kate, Sp. Agt., N. Y. 


New London, Day. ev’g. Aver. 1906, aihte 


aver. for August, 6,790. Rates direct. 


Norwalk, tvening Hour. inteswnse war- 
anteed to exceed 8,800. Sworn circulation 
statement furnished. Covers not only the Nor- 
walks but fifteen small towns ae covers 
ing a territory of over 40,000 people. Has the 
largest circulation of any newspaper in South- 
western Covnecticut. 


Norwich. Bulletin, morning. Average for 


1905, &,9Z0; 1906, 6.559; June, 1907, 7,289. 


Waterbury. Republican, dy. Aver. for 1905, 


5.648; 1906, 5.95%. La Custe & Maxwell. 


DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily averaye for 16. 85.877 (OO) 


FLORIDA ia 


Jacksonvill Metropole, dy. Av. 1906, 9.408, 
Jet 6 mos. 1907, 1 10, 692. EH. Katz, Sp. Agt., 


GEORGIA. 
Atlante. Journal, dy. Av. 1906, 50,857. Sun- 
da pen . Semi- -weekly 74,916. The Joure 
covers Dixie like the dew. 
IDAHO. 

Boise, Evening Capital News, J" Aver. 1906, 
4,808; average, July, 1907, 6.188.) 
ILLINOIS. 

Aurora. Daily Beacon. Daily average for 
1905, 4,580; 196, 6,454. 

Cairo, Citizen. il ist. 
at irene "1 Daily average ist. 6 months, 


Chtea 
Bakers’ 


‘0, monthly ($1.00). 


Bakers’ Heiper, 
elper Co. Average Jor 4906, +4,017.\0@) 
Chiengo, Breeders’ Gazette, w 00. Aver. 
circulation for year 196, 70.000 i 
Chiengo, Dental Review, monthly. 
average for 1905, 8,708; for 196, 4.001. 


Actuat 


Chicago, Examiner. e 
for 108" '~ Average 


649,846 Sunday, 
7%, 000 Daily. 

Guarantees larger circulation in 
city of ‘Caicaae°t than ~~ two 
other morning papers combined. 

Has certificate from Association 


r | Sunday, 717.681, 
Deity, 192,271. 
ft latest circulation rat- 
eo Chiengo Examiner is guaran- 
teed by the publishers of Rowell’s Newspaper 


of American Ad Rane 
reason 
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Chieage, Farm Loans and City poets. Lead- 
ing investment paper of the United 8 
Chieago, Journal Amer. Med. ee weekly. 
Average six mos., Jan.to July, 1907, 51. 210. 
Chie Record-Heraid. Average 1906, daily 
141,7 . ae 3 Sit. Average July, 1907, 
exceedi ing daily 1 420; Sunday 220,181. 
&@*The absoi poo: correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 


Chicago, The Tribune has the largest two-cent 
circulation in the world. and the Ia: t circula- 
tiou of any morning newspaper in Chicago. The 
TRIBUNE is the onty Chicago newspaper receiv- 
ing (OO). 

-Jeliet, Herald evening and Sunday morning. 
Average Sor year ending April 30, 1907, 7,871. 

‘ Peorta, Eeoang wus. Circulation guaranteed 
more than 21,000. 


_ INDIANA. 
Evanavilie. Journal-News. Ar. for 1906, 16.- 
Ta h secre over 18.000. E. Katz. 8. AN. Y. 
anapelia, Up-to-Date Farming. 1906 a 
174 ost Now200.000 4 ti mesa mo..75c. a line: 
Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1906 24.612. 
Princeton, Clarion-News. daily = oy. 
Daaly averaye 1946, 1.501; 1.501; weekly, 2 548. 
Richmond. The Evening Item, deity. Sworn 
arerage net paid circulation fi ve fire. months 
ending, May 3/, 1#7, 5,816. A circulation of 
over 5,000 guaranteed in all 1907 contracts. The 
Item goes into 8) per cent of the Richmond 
homes. No street sal 
ba The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
‘anteed by the publishers cf 
Rowell’s American News- 
peper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 
Seuth Bend, Tribune. Sworn daily average, 
June, 1907, 9,550. Absolutely bestin South Bend 


INDIAN TERRITORY 
AvGraere- Ardmoreite, daily, Arerage for 
1906. 2.4 
een, Times Democ Dempoerat. 1905. average 
2.881; averuge 1906, 2,514. E. Katz, Agt., N. Y. 


IOWA 


Dartington. Hawk-Bye, daily. Aver. 1906, 
8.764. “All paid in advance.” 

Daven 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 

Des Moines. Capital. daily. Lafayette Young, 
publisher. - Sworn average ci ion for 1906 
1.751. City and State. lary 
wn Iowa. More adr ertisiny of all kinds in 1906 
in a0 (onan eone. any competitur in 366 issues. 

70 cents per inch, flat. 

Des Moines. kegister ana Leader. 

a more “Want” and tocal'd d alas 
advertising than any other Des Moines So. owa 
paper. Aver. circulation st 6 mos. ’07, 0,198. 


Des Moines. Iowa State Register and Farmer, 


mport, Times. Daily « came aver. Aug. ps.0e8. 


wy. Aver. number copies printed. 196. 32,125. | 


Sioux City, Tribune, Evening. Net sworn dy. 

> (returns 7 rns deducted) ist 6 mos. 1907, 81,122. 
You can cover Sioux City thoroughly’ by using 
The Tribuve only. It1s subseribed for by prac 
ue every family that a newspaper can inter- 
red owa paper that has the Guaran- 





PRINTERS’ INK. 


Sioux City, pana 
6 months, 1907, sworn, 
day and Evening Late 


KANSAS. 
Hutechineon, News. Daily 1906, 4.260. Mar., 
1906, 4.650, H. Katz, Spectal Agent. N.Y. 


Lawrence. Worla, evening and weekly. 
Copies printed, 1906,daily, 8,778; weekly, 8,084, 


a gh tao 
Lexington, Leader. Av. ’ 5,157. Sun. 
6,798; ‘st 5 mos., 07, 5,418, “Sy. 6,867, E.Katz. 


Owensboro, Messenge™. Daily aver. six mos. 
ending June 30,07, 8,568; aver. Aug., 8,940, 


MAINE. 

Augusta. Comfort, mo. A. a pub. 
Actual average Jor 1906, 1. ati. 9382 

Augusta, Maine Farmer, w’kly. iis 

14,000. lates low; recognized farmers’ medium. 

Bangor. Commercial. average for 1906, daily 
9.695; weekly 28.573. 

gt ae Matne Woods and Woodsman.weekly, 

W. Brackett Co. Arerage for 196. 3.077%. 

Portland. Evening Express. sont for 1906, 

datly 12 806. Sunday Teleyrum, 8,041 


MARYLAND. 
Baltimore, American, dy. av. ist 6 mos. ’07, 
77,052; Sun., 90,827. No return privilege. 
Baltimore, News, daily. rg News Pub- 
lishing Company. Average 7: 69,814. For 
August, 1907, 74,6 
olute correctness of the 
latest circulation rating ae 
the NEws is guaranteed by the 
ublishers of Rowell’s American 
ewspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boston. Evening Transcript (©). Beston'e 
tea table paper’. Largest amou amount of week day ad 


Kit kkk 


Boston. Globe. Average 1906, daily. 182,986. 
Sunday295.232. Largest circulafion daily 0: 
any two cent pape in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


Wee tek We 


BOSTON POST 


ef e efor Ay ust, 1907, Boston Dail 
it + 2d5a1 ee e. Sunda Post, pod 


erry average for fist 
904. Morning, Sun- 


to put in the Zotewiase. Has in its big plant 
the largest and most expensive press in the 
world. ds Boston newspapers in amount 
of forei “TheGreat Rreakfast Table 
ver of New knglana.” Covers Boston and 
ew England more thoroughly than any other 
vaper. Bulk of its citeaiation delivered in 
omes of middle-class, well-to-do portion of com 
munity. 





of the latest 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 

verts its accuracy. 


h&S-The absolut corr 
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Welyoke. Transcript, dail Act. ar, + ear 
ending May, 1906, 7 389: F ioe: 07, 7.84 . 


Lynn, Evening Item, Daily sworn av. 
1906, 15,068: Jan., 1907, av. 16,017. The tyna 
family paper. Circuiation absolutely unap- 
proached “in quantity or quality by any Lynn 
paper. 


Woburn. News, evening and weekly. Daily 
av. net paid cr. March, 1,523, W'kly, 1,481. 


Worcester. Evening Gazette. Actual sworn 
average for 1906,11,401 copies duily; Feb., ’07, 
15,306 ; March, 1907, 15,768. Largest evening 
circulation. Worcester's *‘Home” paper. Per- 
mission given A. A. A. to examine circulation. 


Woreester. L’Opinion Eprom. daily (© ©). 
Paid average for 1906. 4.23 


MICHIGAN. 


Bay City, Times, evening. Av. for 6 m 
to oaly 4, 1903, 11,002 coptes, Hiaily, ek 


Juckaon, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets. 
April daily io GP arenas: 7.786. 


Jackson, Patriot, Average July, 1907, 
8,250; Sunday, 9,045. Greatest net cir: 





culation. Veritied iby A.A.A. sebninie nef 
ments monthly. Examination welcomed 


Saginaw, Courier-Herald., daily, Sunday. 
average 1906, 14,897; August, 1907, 14,752. 


naw, Evening News. daily Average for 
on tp ed: 4; August, 1907, 20,790. 


Tecumseh. Semi-Weekly Herald. Actual 
average for 1906,1,153, 
MINNESOTA. 


wn Ite, Farmers’ Tribane, twice a-week. 
merehy, pub. Aver. for 1906, $7,886. 





Minneapolis. Farm, Steck and eae, semi- 
monthly. Actual ai 4905, S%,187; aver- 
aye for 1906, 100.266;¢ mos., 1907 104.1 

The ute accuracy of Farm 
Stock & Home's —- rating 
is ae by t American 


Newspa: Petry ts 
practiovtly eon to the ieee 


Wisconen nd iareen Iowa. Use 
it to reach section most projitably, 








mea polis, Journal, pend 


Mini 
Sunday ). In 4 
aoe See, Oo, £4,064. 
A Deet or Te G86. a: pce oad 
Me ctenlation for Auge, $907, 


The ‘absolute accu’ 
HD a 2 oroutesiee rat- 


the d g 
homes than any paper in its field. 
It brings results. 


Minneapolis, Grantee Amegtpensha Posten. 
wan J. Turnblad,pub. 1906, 52,0 





OIROULAT’N Mianeapolis Tribune. W. 
J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
for the year ending December, 
1906, was $1,272. The daily 


Tribune average per issue for 
by Am. Newsa- seibe gulane I 


the year ending December, 1906, 
aper sMree- 
” vyory. was 103,164. 


St. Paul. Pioneer Press. Net average ctrcula- 
yt Sor January—baily 85.802. Sunday 82,- 


The absolute accuracy of the 
Pioneer Presa circulation. state- 
ments is guaranteed by the Ameri- 
lal can Newspaper Directory. Ninety 
AN per cent of the moneu due for 
Waa 6 scriptions is collected. showing that 
subscribers tuke the paper because 
they want it, All matters pertain- 
ing to circuiation are open to investigution. 


Winona, Republican-Nerald. Av. June, 4,616 
Best outside Twin Cities and Duluth. 


MISSOURI. 
Joplin, Globe, daily Average 1906, 15,254, 
Aug. 1907, 12,28%, E. Katz, Special Agent, N. Y. 


Kansas City. Journal. Circ’n, SF7.984s 
207,520" ayn ye and classified, 49 
cents 2 line, flat; 70,000 Daily and Sunday—dis- 
play, uf classified, 7c. Combination Weekly 
ani a y—display, 4 ‘48c. Literature on request, 


St. Josenh, News | and Press. Cireul«tion 
1906, 86,079. Smith & Thompson, Eust. Reps. 





St. Louis. National Druggist,mo. Henry R. 
Strong, Editor ana Publisher. Average for 1906, 
8.00 Ko} ©). Eastern office, 59 Maiden Lane. 


8t. Loula, Nationa: Farmer and Stock Grower, 
monthly. Average for 1906, 104,200, 
MONTANA. 


Miesoula, Missonlian. Every morning. dv- 
erage 12 months ending Dec. 31, 1906, 5,107. 


NEBRASKA. 


Lincoln. Deutsch- fewtien Farmer, weekly. 
Average 1906, 141,839. 


Lineoln. siateiniean resse, weekly. Actual average 
Sor 1906, 142.989. 


NEW HAMPSHIRE. 


eg at Union. Av. 1906, 16,758, daily. 
H. Farmer and Weekly Union; 5,350. 


goes Telegraph. The only daily in city. 
Average 8 mos. ending Aug. 31, 1907, 4,422, 
NEW JERSEY 
Aabury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 
Comfen. Daily Goaiee. ey averaye for 
year ending December 3/, 1906, 9,020. 
Elizabeth, Journal. Av. 71904, Sse 1905, 
6,515; 1906, 7,847; ue Tak 1907, 8,221. 


Jersey City. Evening Journal. Average for 
1906, 28.005. First six months 1307, 24,089. 


Newark. Eve. News. Net dy. av. for 1906, 
68,022 copies ; net dy. av. for Apr., 1907, 68,940. 


Trenton, Evening Times. Av, 1906, 18.287; 3 
mos, dy. av. Apr. 30, 07, 20.621; Apr., 20,682, 


NEW YORK. 


Albany. Evening Journal. Dvily average for 
1906. 16.261. It’s the leadingpaper. 


1907, awty DONE Nor Northrup, yey ep Nt 4 {y 


n. N. ¥. Printers’ Ink says 
THES otal Dard heey oxy ane, 
largest circulation in Broo! 4 

average 6 mos. 1907, 58,449, " 








Buffalo. Courier, morn. Av./906, Sunday. a. 
168; daily, 68.681; Enquirer, even.. 32.683. 


Kuffala, Evening News. Daily averaye 1905 
94.6903 for 1906, 94,7438, 

Corning, Leader, Average 1904, 
6.288; 1906, 6,395; ‘006, "eu BSS; Feb, av., 6,820 





Mount Vernon. , evening. Actual dailp 
average for 12 mos. ending June 30, '07, 4,816. 
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Newburgh. News, daily; Ar. '06,5.477; 4,000 
more than all other Newburgh papers combined, 
New York City. 
Army & Navy Journal. Est.1865. Actual weekly 
av. Jor 'V6.9.706 (OO). 4 mos. tu Apr. v7, 9,949. 
Automobile, Td Average for year ending 
bes 28, 1906, 1,212 
Baker’s Review, monthly. W.R. Gregory Co., 
ee Actual average for 1906, 5.488. 
nziger’s Magazine, the only popular Catholic 
resis Mi zine pub.ished in the United States, 
Guaranteed cire’n, 75,0005 5 50c. per agate line. 
Clipper, weekly (fheacric ai). Frank Queen 
Pub. Co,, Ltd. aver. ror 1906, 26.611(O@). 
Al Comercio, mo. Spanish export. J. Shepherd 
Clark Co. Average for 1906, 8,542—sworn. 
Music Trade Keview, mae trade and art week- 
ly. Arerage Jor 1906, , 109. 
Printers’ Ink, & + aa for 
advertisers, plibiisiea every 
Wedtesday. Matdblished 1838. 
Actual weekly average for 
496, 11.708. 


The People’s Home Jourral. 554.916 mo, 
Good literature, 452.500 monthly iveraye cir- 

culations for 1906—all to paid-in-adrance sub- 
Soribers. ¥. M. Lupton. iisher. 


The Tea and Coffee Trade Journal. Average 
circulation for year ending Sept. 1907, 8,189; 
Sept. 1907, teiue, & 0. 

The World. Actual arer. for 1906, Morn... 818.+ 
664. Evening. 339.057. Sunday, 442.228. 

Rochester, Case and Comment, mo., Law 
Av. for year 1906, 22.601. ae 

Schenectady. Gabettc, d aily. N. Liecty. 


Actual average for 1Wé, 1s008; my 15.809, 


Syruense. Evening Heraia. daily. Herald ('o. 
pub. Arer, 196, daily 85.206. Sunday 40,064. 


Tro ord. Average circulation 
1906, Ts,a01, Average August, 1907, 
20. Only woe in city — has 

rmitted A. 


pe t A. A, examinatio. 


Utien. National Flectrical Sinise, mo. 
Average Jor 196, 2.625. 


Otto A. Meyer, publisher. 


Utien. Press. dail 
Avérage for year ¢ 


NORTH CAROLINA. 


Raleigh, Times. North Carolina's foremost 
Py ay} paper. Actual daily average Jan. st 
to Oct. ist, 1906, 6,551; weerly, 5,200. 


‘Winston-Salem, Evening Sentinel. More cir. 
at bome than any morningor afternoon paper in 
N.C. - Also leading penny paper of the State. 


NORTH DAKOTA. 


Grand Forks, Normanden. Av. yr. ’05,7,201. 
Aver. for year 1906, 3,180, 


OHIO. 


Akron, Times, daily. Actual average for 
year 1906, 8,977 "August, 1907, 9,661. 


Ashtubula. Amerikan Sanomat. 
Actual averaye for 1906, 10.690, 


Pe! apn amy Plain Pets =. ~afttecl 
aily average 1906, 3 Sunday. 3 
August, 1007, 25,804 daily; Sun. , 86,964. 


Ooshoct on, daily. Net average 1906, 
2.757. Verified y Asso. Ar Amer. Advertisers 


Coshocton, Times. dy. Net dy. Net '06, 2.128; 6 mo. 
"07, 2,416. No cush books fixed to fit paddea cir, 


Dayton, The I. L.-U. Home Journal, mo 
(Formerly Laborers’ Journal). National cir. Av. 
for year ending Jord 3u, 707, 14.811 es. 
Critically read by 36, 500 members of THEI. L. U. 
GRAND DGEt the fraternal, beneficiary order 
of Soaectatocate 5c. agate line, flat rate. 


m, Democrat. semi-weekly. Actual aver- 
a 4908, 8,668; now guarantees 4,000, 


ing March 31, 1907, 14.927. 


Finnish. 
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field. Farm and. Fireside, over 4 cen- 

int . ading Nat. agricult’l paper. Cir.485,000, 

Warren, Daily Chronicie. Actual average 
for year ending December s1, 31, 1906, 2,684, 


. av."06, 18.740; 


Youngatown,. Vindicator. D 
N.Y. & Chicago, 


Sy. 10,001; LaCoste & Mawel 
OKLAHOMA. 

Oklahoma City, The Oklahoman. = 

18,918; Aug. 1/907, 20,217. E. Katz, Pomme y 'N. ¥ 


OREGON. 
Mt. Angel. St. Joseph’s-Biatt. 
3, 1907, 19.158. 


Pt a Journal, daily Fog + e 1906, 
é, 1907, 2 . The 


5,578; for Augus 

pve ni] Correctness of the Ree circula- 

tion statement guaranteed by Kowell's 
American Newspaper Directory. 


Weekly. May 


Portland, Pacific Northwest, mo.; av. /st 6 mo. 
1907,16,000, Leading farm paper in State. 


PENNSYLVANIA. 


Chester, Times, ev’g d’y. Average 1956.77.68, 
N. Y. office, 220 B’way. F. R. Northrup, Mer. 


Erte, Times. daily. Aver. for 1g Be 110; 


Aug. 1907,18,592. E. Katz, Sp. Ag., N 


Harrisburg, Telegraph Swornav. ohh 14,- 
815. Largest paid circulat’n in H’b’g or no pay 


RM ‘tne is t 
the United tage which wearer in a. 
e our of the d 4 
Math ot’, Printers’ in distinguishing 
r, and 
Seventh Sugar Bowl. ie te vo 
= of Hon and included in the “Roll 


wee Loe ry A ‘wuber mo, 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.” 


NET PAID AVERAGE FOR AUGUST: 


225,290 copies a day 


THE BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 


been omitte 1. 
WititiaM L. MCLEaN, Publisher. 
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Philadelphia. The Press is 
Philadelphia’s Great tome News- 
paper. Besides the Guarantee 
Star,it has the Gold Marks and is 
cn the Roll of honor—the three 
most desirable aistinctions for 
any newspaper. Sworn average 
circulation of the dasly Press for 

1906, 100,548; the Sunday Press, 137,863. 


Seranton, Truth. Sworne:rculation for 1906, 
14,126 copies daily, with a steady increase. 


“ Went Cheater. Local News, 
. W. H. Hodgson, sverayesor 

15.297. In its 35th year. 
Independent. Has Chester County 

and vicinity for tts field. Devoted 

to home news, henze 18 a home 
paper. Chester County is second 

in the State in agricultural wealth. 


Ww spomapert. Grit. America’s Greatest 
Family Newspa Tay, Average 1906, 280,180. 
Smith & Thonpeon, Reps.,New York and Chicago. 

York. Dispatch and Daily, Average for 19v6, 
17.7 


RHODE ISLAND. 
Pawtucket, Evenjne Times. Aver, circulation 


for 1906, 17.11% (sworn). 


Providence. Daily Journal. 18.051 (OO), 
Sunday, 21.840. :\O@0) HKrening Bulletin St, 
620 averaye/w6 Providence sournas Co. pubs. 


Providence. Tribune. 
Even:ny Bilis: Sunaay, 16 


progressive paver inthe field 
edition guaranteed by Kowell’ cam. N.D 


Mor ing 10, 347. 
Ph 


Westerly. Sun. Geo. H. Utter, pub. aver. 1996, 
4.627. Luryest circulation iu Southern R. 1. 


SOUTH CAROLINA. 


Charleston. Evening Post. Actus! du. aver- 
age fur 1#6,4.474. Decemoer, :w6, 4.755. 


Columbia, State. Actual aver- 
age for 1906, dadly (@ >. 11,287 
copies; ge 25: "Sun- 
day ‘OO. 1906, 238. Actual 
average By six months, 1907, 
sites” 12,940, Sunday (@d) 


Spartanburg. Herald. Actual arerage for 
first jive months, 1407, 2.529. 


TENNESSEE. 


Chattanooga, News. Arer. 3 
moa, enaimu Dee. 3), 1906, 14.707. 
Only Chittanovuga paper permit- 
ting examination circulation by 
Assoc. Am. Advertisezs. Carries 
more advg an 6 aays than morn- 
ing p»per7 davs. Greatest Want 
Ad medium. Guarantees largest 
circulation or no pay. 


w 


Memphi«, Commercial Appeal. daily. Sunday, 

wookit, Feet: six months 1907 av.: Dy., 41,78 4 
Sunday, 61,485; weekly, 81,212. Stith & 
Thcmpson, Kepresentatives, N. Y. and Chicago. 


UA 
oT 
TEED 


Knexville, e, Journal and Tribune. 
Daily average year ending December 
31, 1906, 18. 692. Potty average last 3 
months 1906, 15,247 ° 


Nashville, Banner. daily. Aver. for vear 1906, 
81,455; Jan. 197, 88.288; Feb. 1907, 87.271. 


TEXAS. 


El Paso, Herald. Moy. ar., 7,618. More fa 
both other El Paso dai! ies. ’ Verified by. A. A. A 
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VERMONT. 


Barre. Times. wv F.E. Langley. Aver. 1905, 
8.527; 16,4,1 

Bennington. Banner, mad g; BR. 
Actual uveraye for 1%, 1.9% 

Sueinges: Free Press. nate average for 
196. 3S. Largest city and State circula- 
tion, iil by Asso, of Amer. Advertisers. 


Howe. 


Argus, daily. Actual average 


8,280 copies p per issue, 


montanes. 
Sor 1946, 


Rutland, Herald. Ar erage 1904, 33,563 
erage 195, 4,286. Average 196, 4,6 


St. Albana, Messenger. daily. 
for 1905,3,051; Jor 4206, 


VIRGINIA. 


Danville, “he Bee Av. 1906, 2,867. Aug. 
1907, 2,788. Lurgest cir’n. Only eve’g paper. 


Kichmond. So. Tob. and Modern Farmer, 
mo. erage Jur Jirst 4 mos, oJ 1907, AA, ase. 


WASHINGTON. 


Seattle, ! je! Intelligencer (OO). 
Av., for Aug. 1907, net Sunday 
48,806; Dui v; 84,957; week day 
88,646. Only sworn circulation 
in Seattle. Largest genuine and 
cash paid circulation in Washing- 
ton ; highest quality, best service 
greatest results ulways. 


Actual average 
8.358 copies per issue. 


Seattle, The Daily and Sunday 
Times leads all newspapers on the 
Pacific Coast nortn of Los Auceles 
in amount of Cog a4 printea 
daring 1st 6 mos 197. nearest 
rival was beaten by poet 134,401 
inches disol y and 180.000 lines of 
class.fied. That teils the ory of 
Pery Average for 1906, was 42,172 daily, 

56,794 Sunday. Average for June, 1907, were 
--Morning and Evening 58,997, Sunday 64,- 
681. You get th- be-t quality and largest quan- 
tity of proven circulation perfe: mh 
when you buy space in tne times, the 
newspaper success of the last decade on. the 
Pacitic Coast , 

Tacoma, Ledger. Average 1906, daily, 16,059; 
Sunday, 21,798. 


Tacoma, News. 
urday, 12.610, 


WEST VIRGINIA. 


Parkersburg, Sentinel. daily, R. E. 
pub. Averaye for 196, 2,040. 


Ronceverte, W.Va. News. wy. 
& Son, pubs, . Aver. 1906, 2,220. 


WISCONSIN. 


te No 


Areruye 1906,16,109; Sat- 


Hornor, 


Wm. B. Blake 


TOBACCO IN WISCONSIN. 
in the southern part of Wisccnsin, where 
Janesville is the center of the tobaces belt and 
the GAZETTE reaches 30,000 people. the tobaso 
and sugar beet cro aloue will net the “rowers 
this year over $1 . Prices are high, mar- 
kets splendid and money will be plentif.1. The 
Junesville GAZETTE guarantees its circulation. 
rs BS WATSON, 1509 Home Lite Bidg., N. Y. 

. ALLEN. 1502 Tribune Bldg., Chicago. 


Madiaon, State Journal. i Average 1906, 
3.602; Jan., Feb., Mar..1907, 4,884; Apr., 5.106. 


Milwaukee, Fhe Journal. eve., 
ind Aver. 8 m 4. oon 
Aug. gain over 1908, daily, %, 
Faia city circulanon A. ONE 
ereater than TOTAL paid of any 
* her Milwaukee dai'y or Sun- 

ay;also more advertising car- 
: 


UA 
oan 
TEED 


Milwaukee, Evening Wisconsin, d’y. 4v. 1906 
25.450 (©). Carries largest amount of ad- 
vertisiug of any paper in Milwaukee, 


Oshkosh, Northwestern. daily. Average for 
1906, 3.099. wa 
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1 WISCONSIN 
! a op Acnicoronter 


Racine. Wis., Extab. 1877 
Actu:l weekly averaye for year 
evded Feb, 2%, 427, 1,12 

Larger crreulation Ge Wiscon- 
sin than any Sa Yr. Adr. 
$5.50 an meh. Office. Tem- 
ple Ct. W.C. Sethardsen: Mor. 


BRITISH COLUMBIA. 
Vancouver, Province. soy. Average for 
1906, 10,161; Aug. 1907, 18,847. H. LeClerque, 

U.S. RKepr., Chicago and New York. 


MANITOBA, CAN. 
Winnipeg, Free Press, daily and weekly. <Av- 
ny gage daily, 84,559: daily August, ‘ate 

1, wy. av. for mo. of August, 22,12. 
Winnipeg, Der Nordwesten. unitate toe 
man newsp’r, Av. /906,16,177. Rates o6c. inch, 





Winnipeg, Telecram. Average 6- ae. 1907 
22,961. 1 eekly av, 19,586,. Fiat ra pre. 


ONTARIO, CAN. 


Toronto. Canadian Impiement and Vehicle 
Trade. monthly. Average for 16, 6.125 

Toronto, Canadian a monthly. Average 
circulation for 196, 4,5 


QUEBEC, CAN. 


Montreal, Ia Pre se. Acfual average, 1906, 
daily 100,087, weckly 49,992, 


Montreal, The Daily Star and 
The Family Herald and Weekly 
UA Star have nearly subsorib- 
alae ers, representing 1.000, need readers 

# ND —one-fiftn Canada’s 

60,954 copier daiiy; the Weekly 
Stur, 128,452 copies each issue. 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





OOLORADO, 
y J] ANT advertisers get best results in Colorado 
Springs Evening Telegraph. ic. 4 word. 


CONNECTICUT, 
\ ERIDEN, Conn.. MORNING KxCORD; Old es 
a tabtished tamily newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classifiea rate, cent a word: 7 times.5 cents a 
word, Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
y i EVENING and SUNDAY STAR. Washington. 
D. ©. ©). carries DOUBLE the number of 
WANT ADS of any other paper. Rate lc. a word. 
ILLINOIS. 
HE Champaign News is the leading Want ad 
medium of Centra! Eastern lilinois. 


“KE sRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


CONT EARLY everybody who reads the Eng 

lish language in, around or about Chi- 
cago,reads the DAILY NEws,” says the Post-office 
Reriew. and that’s why the DaILy News is Chi- 
cago s “want ad” directory 


INDIANA. 

fMHE INDIANAPOLIS NEWS prints every day 

every week. every month and every year. 
more paid classified (want) advertisemen 8 than 
all the other Indi | papers = 
total number it printed in 1906 was aS 30. 8 
average of over 1,000 every day, which is 126, $29 
more than all the other Indianapolis papers rs had. 


TERRE HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute, 


STAR LEADS IN INDIANA. 


During the 7 eight months the INDIANAPOLIS 
STAR carried 468,19 sore columns of paid classi- 
fied advertising than carried by its nearest «om- 
petitor during the same period. The Stark gained 
1517.31 columns_over the corresponding ee 
of last year. During the past two years 
STAR’s cir has dthat of an other 
Indiana newspaper. Kate, six cents per line. 














The Lake Genny Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Four Edi- 
tions Daily. 

The advertising medium par excellence of 
the Calumet Region. Reza by all the pros- 
perous business men and well-paid mechan- 
ics in what has been accepted as the 
“Logical Industrial Center of America.” 

uaranteed circulation over 10,000 daily. 











INDIAN TERRITORY, 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in-state. Popular rates. 


1OWA. 


Boer Des Moines KEGISTER aND LEADER; onl 
mornivg paper; carries more “want” ac 

vertising than any other lowa newapaper. Gas 

cent a word, m’thly rate $1. 25 nonp une ray. & Sy. 


‘Se Des Moines “CAPITAL guarantees the lar- 

gest city ena = largest — circulation 
in lowa. The W re- 
turns always. thet rate isl cont rf word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 





MAINE. 


Hi EVENING Express carries more Want ads 
than all other Porti«nd dailies combined. 


MARYLAND. 
Ste Baltimore News carries more Want Ads 
than anv other Baltimore daily. It is the 
recognized Want Ad medium of Baltimore. 


MASSACHUSETTS. 
Ti reeo Boston ap ny | TRANSCRIPT is the qrat 
resort guide for New Englanders. ‘hey 
2 to find all good places listed 1n its adver- 
columns. 
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'{\HE BOSTUN GLOBE, daily and matey: B34 
the year 1906, printed a total o 

“want” ads. There was a gain of 1390 mae Pie 

year 1905, and was 201.569 inore ~— eo aay other 
oston paper carried for the year 1 


reewwe 


30) WORD AD, 10 cents a “cents a day. DaiLy ENTER- 
PRISE, brovkton. Mass. Circulation, 10,000. 


MINNESOTA. 
Ts espe end Lp 18 the recognized 


ray stesneanain LOURAAL, Daily 
and Sunday, cerries more clas- 
sitied advertising eae any ny other 


nena s new t. No free 
Wants ai no srvoyant nor 





on 
- inted in Aug.. 167, 510 lines. In- 
vidual advertisements, 24, 
Hight cents per te line per in- 
sertion., if charg No ad taken 


for less than #4 cents. If cash ac- 
©O} com les order the rate is Ic. a 
word. No ad taken ess than 20c. 


CIRO’LAT’N ‘(HE MiInnvarouis TRIBUNE is 
the oldest Minneapolis daily 
and has over 106.000 sub-cribers. 
It publishes over 80 columns of 
Want advertisements every week 
at full price (average of two 
pages a day); no free ads; price 
covers both > —s and even- 
ng issues. ate cents per 
by Am. News- in, Daily or Sunday. 
paper Ditory 


MISSOURI. 
5 a Joplin GLOBK carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives resuits. One centa 
word. Minimum, lic. 


MONTANA, : 
pars Anaconda ae. is Montana’s La 
ant-Aa” medi a word, Av 


circulat’n (first 6 mos. oun t 187; sunday, 15.088. 


N EW JERSEY. 
f Maal NEWARK EVENING NEws is the recognized 
Want-ad Medium of New Jersey. 
N EWARK, N. J, FREIE ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


ERSEY CITY Evenine JouRNAL leads all other 
e Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 


NEW YORK. 
HE EAGLE has no rivals in Bronklyn’s 
classified business. 


gem Y EVENING JOURNAL, Mastern N. Y.’s 
best paper for Wants and classified ads. 


pany aa. — Vernon. N.Y. Great- 
est Want ad nw County, 
I UFFALO NEWS with over 95,000 circulation, 
isthe only Want Medium in "Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 
RINTERS’ INK, published weekly. The rec 
ognizea and leaaing ‘\\antad medium for 
= ad mediums. mail order articles, advertis 
novelties, printing. typewritten circulars, 
- A stamps, Office devices. adwriting, balf 
tone making, and practivaliy anything whicn 
interests and appeais to advertisers and ousi- 
ness men, Classified advertisements, 20 conts 
a line per issue flat, six woras co a line, 


OUNGSTOWN VINDICATOR—Leading “Want” 
medium. le. per word. Largest circulation. 








TYHE Oxtanoman, Ot:la, City, 20,479. Publishes 
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PENNSYLVANIA. 

(Hs Chester, Pa.. TIMES carries from two to 
five times more ciassifiea ads than any 

other paper. Greatest circulation. 


RHODE ISLAND 
HK EVENING RULLETIN—By far the largest cir- 
culation and the best Ws best Want medium in k. 1. 


PPgypor ht ye TRIBUNE. 1 morning and even- 
brings results, cost the lowest. 


SOUTH CAROLINA. 
T HE Columbia State (@©) carries 
¥v more Want ads than any other 
South Carolina newspaper. 


CANADA ADA. 
A PRESSK, Montreal. Largest daily circula- 
tion in Ci ja witnout excepsiun. (Detly 
100.087, Saturdays 117,000—sworn te.) Carries more 
want ads than any newspaper in Montreal. 
PRE DAILY TELKGRAPH, St. John, N. B., is the 
want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads ove cent a word. 
Mininum charge 25 sents. 
A | hes Montreel DAILY STAR carries more Want 
advertisements than aJi other -Montrea} 
dailies combed. The FamILy HeraLp anv 
WEEKLY 5TAR carries more Want advertisements 
than any ybher weekly paper in Canada. 
te 


UP TO SOLICITORS. 


’ A client, whose business has been 
steadily increasing, asked us the fol- 
lowing question: 

“Can you show me the comparative 
value in results, as judged by actual 
returns in  figures—of quarter, half, 
three-quarter, and page space in maga- 
zine advertising. The article adver- 
tised may be of any kind. Percent- 
ages of readers, general averages of 
inquirers in a given amount of circu- 
lation, publicity value, possible dupli- 
cation of advertising, probable number 
of readers who might be induced by 
the advertising to buy from dealer— 
these and similar side lights not con- 
sidered. Show me the actual results 
in figures. There might be a_ stand- 
ard of comparison, and I want to 
know.” 

The question was thrashed out in 
its every conceivable aspect for sev- 
eral hours. A dozen magazines were 
inspected; a half hundred prominent 
advertisers discussed. Two of the 
ablest magazine solicitors dropped in 
and were pressed into the discussion. 
Later, the question was put to the 
eight or ten prominent magazine men 
—men whose advice is sought by the 
agents, whose opinions carry weight. 
The question is still “Put.” Not one 
man has brought forth a satisfying 
answer. The advertiser dropped back 
from three-quarter to half pages, add- 
ing a number of publications to bal- 
ance the difference in his appropria- 
tion. The result will be shown at the 
year’s end. 

But why should we have to wait a 
year to find out? If there is a maga- 
zine man who can answer this poser, 
let him speak for the benefit of all 
advertisers and advertising. If an 
advertising man or agent knows, we 
request him to speak for his own 
benefit and our client’s. Don’t every- 





OKL i Of A, 


more Wants Okla. competitors. 


body talk at once.—Presbrey’s Little 
Presbrey Agency, New York. 


Boo 
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Printers’ Ink. 
A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
New York City. 
Telephone 4779 Ccekman. 


President, ROBERT W. PALMER, 
10 Spruce St., New York City. 
Treasurer, GEORGE P. KOWELL, 
10 Spruce St., New York City. 
London Agent. F. W. Sears, 50-52 Ludgate Hill,E.C 


t@ Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four pai 
subscriptions, sent in at one time, will ve put 
down for one year each and a larger number 
at the same . Five cents a copy. Three 
dollars a hundred. Being printed from stereo- 
type plates, itis always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
hundred. 


ADVERTISING RATES 
Advertisements 20 cents a line, pearl measure 
16 lines to the inch ($3); 200 lines to the page ($40) 
For specified ition selected by the adver- 
tisers, if granted, double price is demanded. 
On time contracts the lust copy is repeate:1 
when new copy fails to come to d one week 


in advance ofday of publication. 


Contracts by the month, quarter or year, May 
be discontinued at i pleasure ol the advertiser. 
and space used paid for pro rata. . 

Two lines ail adverti t taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
weex in advance. 








New York, October 2, 1907. 








Don’t try too hard to sell some- 
thing you want to get rid of, but 
try very hard not to sell a cus- 
tomer what he does not like. 


Pick your mediums carefully 
and let your advertising talk 
come straight from the heart. 
Have something new to say; it 
pays. 

James Gorpon BENNETT once 
said “Get something to tell and 
then tell it all the time.” Per- 
sistency is one of the greatest 
points in advertising. 


Tue man. who allows a pre- 
judice to influence his judgment 
will often find that prejudice to 
be an expensive luxury. Don’t 
adhere to a prejudice simply be- 
cause you’ve always had it and 
hate to give it up. 


PRINTERS’ INK. 


Ir you are -afraid to let people 
know that you- are in business, 
and where it. is, don’t advertise. 


To KNOW statements and 
phrases that will either captivate 
or interest’ the majority of read- 
ers is to know how to write a 
taking advertisement. 


The Value of L2¢ small class- 


fied dvertise- 
the Classified. aoe ae a. 


pear weekly in the back. part of 
Printers’ INK comprise an un- 
obtrusive department, the im- 
portance of which from an ad- 
vertiser’s standpoint is out of all 
proportion to its size and _ the 
position which it receives. In 
the second number of the first 
volume, dated August 1, 1888, the 
first classified advertisement ap- 
peared in Printers’ INK, and 
since then each week these little 
announcements have been given 
place in the regular issue ot the 
paper. There is no section of the 
paper which is more carefully 
read by subscribers, who have 
come to look upon the classified 
ads of Printers’ INK as_ the 
meeting place of buyers and sell- 
ers of all sorts of commodities 
which interest the advertising 
fraternity. There is scarcely an 
issue that each small “liner” does 
not contain an announcement 
which is of special interest to 
some of PrinTERS’ INK readers. 
And _ yet, the department is 
small in itself, and has never 
been “boomed,” as the expression 
is applied to classified business 
in-other mediums. Two pages 
are generally sufficient to. contain 
every announcement that is sent 
in for it, and very rarely does the 
space exceed three pages. 
Advertisers have grown to re- 
gard the department as an eco- 
nomical medium in which to 
make their announcements, and 
readers to regard it as an ex- 
cellent. place to satisfy their 
wants. This accounts for the 
worth of the classified section of 
Printers’ INK, and for the fact 
that so many shrewd advertisers 


have employed it for years with- 


out missing an issue, 
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Tue Portland Oregonian has 
issued a new rate card, which 
took effect yesterday. 


W. H. Karnes, for the past 
ten years sales manager for the 
Gunning System, now occupies a 
similar position with the Thomas 
Cusack Co., with headquarters ‘in 
Chicago. 

Mr. Grorce P. Rowett, found. 
er of Printers’ INk, is spending 
the month of October in Ger- 
many; but his permanent address 
is: Care of Munroe & Co., No. 
7 Rue Scribe, Paris, France. 


Tribune 
eastern 


B. LUKENs, 
New York, 


ALFRED 
Building, 


representative of the Fort Wayne 
Sentinel, has recently added the 
Buffalo Daily Live Stock Record, 
the. only paper of its kind pub- 
lished in New York State, claim- 
ing to print daily 5,500 copies. 


St. Etmo MASSENGALE, presi- 
dent of the Massengale Advertis- 
ing Agency, Atlanta, addressed 
the Agate Club and the Chicago 
Advertisers’ League on Septem- 
ber 17th. On the 18th he was 
the guest at a dinner of the Coca 
Cola Company at the Stratford 
Hotel. 

Tue North Adams, Mass., 
Transcript has issued a new rate- 
card, effective yesterday. This 
paper no longer accepts objec- 
tionable patent medicine~ busi- 
ness, liquor or clairvoyant adver- 
tising, or classified advertise- 
ments, which are ‘not of a strict- 
ly legitimate nature. 


No NEWSPAPER or _ periodical 
should patronize a trade paper 
to get good will, There are 
those who think that to stay out 
of a paper will bring down upon 
them the ban of displeasure, but 
it is belief without foundation. 
Any paper that assumes such a 
position need not be feared; its 
influence is nil; and. whatever 
course it pursues will have no 
result that need be taken — into 
consideration. 
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Conpe Nast. has. resigned as 
business manager of Collier's, 
and after November 1. will devote 
himself to the Home Pattern 
Company, in which he is largely 
interested. His successor on 
Collier's has not been named. 


Tue Crawford Shoe Company 
has a unique display in the win- 
dow of one of their uptown 
stores in New York. Seated 
upon a chair is a life-sized fe- 
male figure in wax, _ tastily 
dressed in white. A portion of 
her skirt front rises suddenly, 
displaying. her calves. encased in 
black silk hosiery, and her feet 
shod with patent leather ties; the 
dress drops back into place only 
to rise again displaying stock- 
ings and shoes of tan, and this 
movement continues displaying 
several different combinations of 
female footwear and hose before 
the first exhibit is repeated. The 
display is a novel and_ attractive 
one. 


The death of 

Death of 2 William Hicks. of 
Pioneer Agent. the Hicks. Ad- 
vertising Agency, New York, 
occurred on September 16th, 
after an operation at the Memo- 
rial Hospital, Orange, N. J. Mr. 
Hicks was born in 1837 in the 
County of Dublin, Ireland. He 
came to this country when a 
young man and bought the New 
York Shipping Gazette and Trav- 
eler’s Guide, which he published 
for’ several years. In 1869 he 
entered the advertising field as an 
agent and was, therefore, one of 
the first in this business in the 
country. Mr. Hicks made a spe- 
cialty of hotel and resort adver- 
tising, and until a few years ago 
controlled, it is said, more than 
three-fourths of all this sort of 
advertising published. 

The business of the Hicks Ad- 
vertising Agency will be contin- 
ued under the direction of Fred 
G. Russel, Mr. Hicks’ _ partner. 
For twenty years Mr. Russel has 
been associated. with the agency 
and for the past five years has 
had active charge of its. manage- 


* ment. 
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A. P. CoAKLey, former adver- 
tising manager of the Lewis 
Publishing Company, St. Louis, 
is now with the Long-Critchfield 
Corporation, Chicago. 


THe September issue of the 
Housekeeper should have _ been 
credited with 48% columns of 
advertising, instead of 45, as ap- 
peared in the September adver- 
tising summary. 


R. J. SHannon, Brunswick 
Building, New York, has two 
new additions to his list of pa- 
pers—the Johnstown, Pennsyl- 
vania, Democrat and Williams- 
port, Pennsylvania, News. 


“Tuirty Minutes from Broad- 
way” is the title of an attractive 
booklet sent out by the Garden 
City Estates, New York, a real 
estate firm, to interest possible 
buyers in suburban property. 


J. Rowe Stewart, formerly in 
charge of the classified advertis- 
ing of the New York Globe has 
recently left to take charge of the 
advertising department of the 
Herald, basen oy D, ©. 

THe Pacific Sportsman of 
Seattle, Wash., has been  pur- 
chased by Outdoor Life of Den- 
ver, Colo., and merged with the 
latter publication. W. S. Phillips, 
former proprietor of the Pacific 
Sportsman, will hereafter repre- 
sent Outdoor Life on the Pacific 
Coast, having. headquarters at 
Seattle. 


THE first lecture in the course 
on the “Theory and Practice of 
Advertising,” to be given by the 
23d street Y..M. C. A, New 
York, during the coming season, 
will be delivered next Wednes- 
day evening by Frank L. Blan- 
chard, who is again in entire 
charge of the course. The course 
in “Modern Printing,” given at 
the West Side Y. M. C. A., 320 
West 57th street, will be opened 
October 16. John Clyde Oswald, 
editor of the American Printer, 
will direct the winter’s work. 


PRINTERS’ INK. 


THE Reader has increased its 
advertising patronage by ninety 
per cent during the past year. 


Frank R. NortHrup, Bruns- 
wick Building, New York, has 
recently added the Anderson, S. 
C., Mail to his list of papers. 


It is stated that in all prob- 
ability the Foley Advertising 
Agency of Philadelphia will open 
a branch at Washington this sea- 
son. 
be 


THOMAS W. Lawson will 


the principal speaker at the Oc- 
tober meeting of the New York 
Sphinx Club, which will be the 
first meeting of the year, 


WitH the September issue, 
National Farmer and Home 
Magazine, published by Lane & 
Co., Augusta, Maine, appeared in 
a new dress. Under new editor- 
ial management, plans are being 
perfected to make this publica- 
tion of special value and interest 
to the farmer and his family. The 
present circulation is stated to be 
157,029 copies monthly. 

aoe latest 

ogue of the 

Catalogue. Fischer Piano 
Co., which comes to us from the 
press of the R. L. Stillson Co., 
of New York, is not alone a 
credit to the manufacturers, but 
also to the printing plant turning 
it out. In size, 10x11 inches, it 
comprises twenty-four pages and 
cover, the latter overlapping one- 
quarter inch top and side. The 
first page is 4x10¥%4 inches; page 
two 4%x10% and so on in rota- 
tion; _ pages twenty-three and 
twenty-four measuring a_ full 
1044x104 inches. The — stock 
throughout is a pure white, 
deckle-edged, wove antique. The 
printing on cover is embossed 
type in a white grained die with- 
out ink, The text is in orange 
and black. The illustrations are 
printed separately, in two colors, 
on a white stock, tipped in. On 
the whole the catalogue is as fine 
a piece of art printing as Print- 
gRS’ INK has seen in some time. 


A Fine cata- 





its 
nety 


uns- 
has 


‘ob- 
ing 
pen 
ea- 


be 
dex 
rk 
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‘vow 
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Lonc-CRITCHFIELD are now 
sending out new copy for the 
iistey Organ. 








THE advertising of Stromberg- 
Carlson, Rochester, is now 
handled by the Long-Critchfield 
Corporation. 





THE advertising of the Amer- 
ican Correspondence Schools of 
Chicago is now handled by the 
Long-Critchfield Agency, 








C. Syer & Lo. is a new adver- 
tising agency at Columbia, S. C. 
Mr. Syer has been connected 
with the Los Angeles Examiner, 
San Bernardino Sun, and the 
Columbia Record. George Kohn, 
his partner, was for years adver- 
tising manager of the Columbia 
State. 

Tue Western Electric Co., one 
of the largést concerns in the 
country, has entered the advertis- 
ing field in the most liberal cam- 
paign ever inaugurated to ‘sell 
electric motors. Their copy is 
now going out through the Long- 
Critchfield Corporation of Chi- 
cago. 


Mito W. Whittaker, publish- 
er of the Jackson, Mich., Patriot, 
is actively interested in the Jack- 
son Printing Press Company, a 
new concern which is now at 
work upon its first press. 

Evan Jouwnson, for eleven years 
connected with the American Sta- 
tioner, has succeeded Edward C. 
Thurnau as secretary and treas- 
urer of the Office Appliance Com- 
pany, and becomes advertising 
manager of Office Appliances. 


THE annual Harvest Number 
of the weekly edition of the 
Kansas City Journal, the biggest 
issue of the year, comes out Oc- 
tober 10. A circulation in ex- 
cess of a quarter of a _ million 
copies is promised. 





Tue White Enamel Refrigera- 
tor advertising is now placed 
through the Long-Critchfield 
Corporation of Chicago. — Lists 
including liberal space in all 
leading magazines are now made 
up for the coming season and, 
represent the largest advertising 
campaign ever made for a refri- 
gerator. : 


























Philip S. Bates, of the Pweife, Northwest, Portland, Oregon, has been East again, with 
these girls from the State of Washington... And. for. May of next See he has another trip 


planned, and for September another, 
Northwest will have succumbed. te the -p 


his publication one of the best knowmia. the countiy among -agri 


has but 16,000 subscribers, 


By that:time it seems likely t 


tall the farmers in the 
of his fair solicitors. Mr. Bates has made 
cultural mediums, although it 
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Tue Youngstown, Ohio, Tele- 
gram will issue a Sunday edition 
commencing October 6th, 


THe Birmingham, Ala., News 
and the Oakland, Cal., Tribune 
have been elected to membership 
in the American Newspaper Pub- 
lishers’ Association, 


EIGHTEEN pages were added to 
the October Home Magazine to 
take care of the advertising. A 
hasty examination of the maga- 
zine reveals about eighty-two 
columns of advertising. In Oc- 
tober, 1906, forty-one columns 
were carried. In one year this 


pericdical has been placed away 
up among the magazine leaders. 


Tue Philadelphia newspapers 
are nothing-if not progressive in 
the matter of billboard advertise- 
ments. The North American has 
them all beaten to a frazzle when 
it calmly announces “Last news 
of the entire world.” One might 
wonder who would be left to 
read~ it, but the Philadelphia 
newspaper press have many a 
strange scheme up their sleeve; 
or this declaration may only be a 
haughty indifference to syntax. 


»» Recently there 
appeared in the 
Copy. New York Her- 

ald and other metropolitan pa- 
pers a:full page advertisement of 
the “Jamaica Estates,” a new real 
estate proposition that is being 
offered to New York investors 
and home seekers. In three lines 
across the top of the page was 
the following mysterious head- 
ing: “LOCK TEN MEN IN A ROOM 
AND INSTANTLY A LEADER APPEARS 
—ONE WHO DOMINATES—ONE WHO 
CAN TELL YOU THE. REASON WHY. 
The oddity of -the caption first 
attracts the attention, but it does 
not interest you in the text that 
follows, which has no relation 
whatever to the caption. Prob- 
ably. the writer of the advertise- 
ment would assert that the head- 
ing was meant to arouse curios- 


‘*‘Reason Why 
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ity—and it does—as to the sanity 
of the adwriter, 

If he had tried to get as far as 
possible from. all reason or logic 
he could not have succeeded bet- 
ter. It is a sad reflex upon wha: 
the ad constructor believes to be 
“reason why” copy. 

“Lock ten men in a room and 
a leader appears.” Ten do not 
constitute a jury, so the neces- 
sity of a leader or foreman is 
not apparent, and there seems no 
reason for the incarceration. 
Why lock them in a room to find 
a leader—even a ward leader? 
This. leader will be ‘one who 
dominates—one who can tell you 
“the reason why.” Presumably, 
why they were locked in the 
room. One cannot put any other 
construction on the closing of the 
sentence. 

Our friend the adwriter here 
is evidently not skilled in the art 
of attracting attention in a nat- 
ural way. He has to resort to 
freak phrases and odd verbiage 
to effect his purpose. But | 
wonder how many of those who 
read the above ad—and were not 
interested in advertising—took 
the trouble to read any further. 
The inane vapidity of the cap- 
tion must have crushed their in- 
terest at the start. 

This page advertisement in the 
Herald alone must have cost over 
$600, and probably $3,000 to 
$4,000 were spent on the adver- 
tisement on that one day, rather 
too much to expend on exploit- 
ing “reason-why’ arguments like 
the above, which simply set us 
wondering “why” a little more 
“reason” was not put into them 
by the expert who had charge of 
the publicity. | 

It has been suggested that the 
caption contains an actual fact, 
rather ambiguously put before 
the public. It is hinted that the 
board of directors of Jamaica 
Estates were all locked in a 
room until one of them could 
produce a good striking, con- 
vincing advertisement. If the 
one above quoted proved to be 
the best advertisement it is to be 
hoped. that the other fellows are 
still locked in the room—and 
that they will be kept there, 
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BUSINESS GOING OUT. THE Bobbs-Merrill Company, 

SSS of Indianapolis, will spend. $20,- 

M. D. WHEELER THURSTON, ooo during the next two months 

New York, is asking for rate in newspaper advertising for the 
cards from daily papers. Reader and Home Magazine. 


N. W. Ayer & Son are placing EFD : 
Be ; . F. Draper, New York, ‘is 
rae for the Standard Index using space in daily papers for 
ard Company, of Philadelphia. 44, Morgan Drug Company 
C. B. Hunt, New York, is Brooklyn, 1,000 inch contracts. 
asking rates from daily papers to advertise Palmer’s Success 
for the Boston & Maine Rail- Remedies. 


road. 
ALBERT FRANK & COMPANY, 
_E. P. Remincton, New York, New York, are using space in 
is sending copy to daily papers the Ladies’ Home Journal, Sat- 
advertising the Bureau of Navi- urday Evening Post, Youth's 
gation. Companion, Cushman’s Six and 
Tue O. J. Koch Agency, Mil- other publications for the Crest 
waukee, is placing the advertis-. Trading Company, New York, 
ing of the Gettleman Brewing Copy, beginning in October and 
Company with dailies. running to about February, 
: _. eight to ten inches. 
GENUINE Bangor Slate is being ee 
advertised in newspapers in small 
eastern towns by J. Walter JosePH C. WILBERDING, the 
Thompson, New York. easter representative of the Chi- 
Tue Bon Ami edvenGsine for O° Tribune, has resigned from 
the fall season is being pr out ak. Soe ae Wee eee: & 
oy ie A Wi Bubans . Aidver. larger field in which to work and 
‘fe Pa "N Vouk is not content to represent but 
sing Agency, New ZOFk. one paper. He leaves the Trib- 
Tue advertising of Kops “#e with the best of feeling on 
Brothers, New York, makers of both sides and has received a 
Nemo corsets is being placed by very substantial check from Me- 
J. W. Morton, of that city. dill McCormick, the publisher, in 
appreciation of past services. Mr. 
_Apvertistnc for the Globe Wijberding will start out with 
Company, Dayton, Ohio, is g0- the Washington, D. C., Herald, 
ing to daily papers through the ang expects shortly to add one 
Munn-Romer Agency, Columbus. 6+ two other good papers. 


J.. Watter THompson, New -_— 
York, is placing advertising for INQUIRY ANSWERED 
Peter Henderson, seedsman, New ‘ : 
i ork, with small weekly papers Wasurncton, D. C., Sept. 19, 1907. 
in eastern States. Editor of Printers’ INK: 


Tue Blaine-Thompson Agen- wil vou kindly atyies us, direct or 
ik Se ee z through the Little choolmaster, the 
Ys Cincinnati, 2. PERearINS = names of the prominent newspapers, 
and making new contracts with magazines or publications, accepting 


daily papers for the Kargon advertising, that refuse to disclose 
Company, patent medicine. their wane re 
Tue ClaguePainter-Jones Agen- " Haronp W. Puttiirs’ Service. 

cy, Chicago, wants to use space 
ia newspapers to the extent of Exactly this sort of informa- 
£25,000 to advertise Bro-Mint. tion is contained in the 1907 edi- 
The papers are to receive bonds tion of Rowell’s American News- 
in payment for space, the bonds paper Directory, whitch sells for 
to be redeemed for their face $10, delivered free of charge. 
value should the advertising The book will be sent to any ad- 
prove successful. “Further de- dress upon receipt of this 


ponent saith not.” amount, 
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WHAT ONE 


Editor of Printers’ INK: 

Being natural in an advertisement, 
and talking the plain truth sometimes 
prove effective methods of reaching 
the public ear. Some time ago I had 
occasion to solicit some financial ad- 
vertising- from Wallace D. Scott, at 
1402 Broadway, New York, who was 
the fiscal agent for the Penn-Idaho 
gold mine, located in the State of 
Idaho, and named as it was because a 
large number of stockholders were in 
the State of Pennsylvania. This was 
in November last, and the occasion of 
my call was to solicit his business for 
the special mining edition of the 
Philadelphia Press. After having been 
told that the Press had recently made 


-ton. 
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“Why don’t you tell the public 
that?” I asked. 

“Tell them what?’ he replied. 

“Just what you have said. Teil 
them that you would be ‘tickled to 
death’ to have your ore run $7 per 
But wait a minute; I will write 
you an announcement here on this 
desk.” Suiting the action to the wori, 
I sat down then and there, and wrote 
an advertisement which, it appeared to 
me, was about as plain a statement re- 
garding the truth of gold mining as 
could be written. I turned it over to 
Mr. Scott, and he read it with in- 
terest. 

“All right,” he said, “run that in 
the mining edition apart from other 
mining advertising; make it occupy 
fifty lines double column, for which 








To the Investing Public 


THE TRUTH ABOUT GOLD MINING 








Which Should Interest You. 


Don’t you believe it ! 


will tell you so. 


the American Mining Congress. 
man in America. 


Capital, 
funds for a 500-ton mill. 
truth 


Gen’! Counsel and Fiscal Agent, 


Some Important Facts About Which the Public is Talking and 


Don't be deceived about any ore running $500 per ton. 
that price in a company capitalized at $50,000,000 would be worth $3000 a share. 
Yet you see gold stocks selling at 30 cents, claiming to have ore running $500. 


Here is Our Proposition 


We would be “tickled to death” if our ore averaged $7.00 per ton, yet our ore 
is as valuable as any ever mined. This is the truth, and the leading mining experts 


Among the officers of this company is Judge J H. Richards, who js President of 
He has done more to kill wild-cat mining than any 
Others associated are of equal prominence. 
peonle in Pennsylvania, whose names appear in our literature. 
Our stock to-day is selling at 50cts per share. 
We return the original amount invested, plus 8 ¢, within the first year 
Organized and chartered under the laws of Idaho, the strictest in the country 
$8,000,000, and we have only $500,000 Treasury Stock for sale, to provide 
Send for particulars. 


WALLACE D. SCOTT 


It doesn’t do it. Oreat 


We have many solid 


It will advance to 60cts Déc. 1. 


They are interesting and tell the 








1402 Broadway, New York 














speciait 
Scott replie 

“Yes, I know that the Press is a 
good paper, but how in the world can 
I go into a_ special mining edition 
where so many stock propositions are 
offered, and where impossible claims 
are made regarding the value of ore 
mined? I . seen some of the most 
absurd and pm ge statements re- 
garding the value of ore mined at 
Goldfield and Tonopah, For any man 
to say that any developed gold. mine 
will turn out ore running $500 a ton 
seems so ridiculous to me that I am 
disinclined to put any statements of 
my own before the public that would 
even attempt to refute these absurd 
claims. Now, would be ‘tickled to 
death’ if our ore would average $7 
per ton, and yet I know that our ore 
is as valuable as any ever mined.” 


rm mining advertising, Mr. 


I will pay you $25, and give you a 
check in advance.” 

The following week I called upon 
Mr. Scott, supposing that he might 
want to repeat his advertisement, Too 
busy to see me. Four weeks later I 
had the pleasure of a _second_inter- 
view with Mr. Scott, and he informed 
me that the advertisement had drawn 
so well that he had sold out the first 
block of $500,000 of the Penn-Idahc 
stock, which was all he had to dispose 
of, and that he was now on his way 
to Europe. He did no other newspa- 
pa advertising, nor advertising of any 

and I take it for granted that 
nobody will dispute that this is one 
of the most remarkable proofs of the 
pulling powers of a newspaper ever 
porore. I It may be that the Penn- 
sylvania seditelders got togethe: 
upon the statements ee «3 in the 
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original one hundred line  adwertise- 
ment, together with what they found 
in the way of truth as contained in 
the literature of the Penn-Idaho Co., 
and thus among themselves were able 
to dispose of this block of $500,000 
in treasury stock, with only one ad- 
vertisement upon which to base it. Il 
append herewith the advertisement in 
question, in order that its perfect 
simplicity may be more properly un- 
derstood. 
CHARLES THomas Locan, 
With The S. Beckwith Special 
Agency, New York. 


++ 


BOOKLETS. 


Three artistically printed booklets 
come from the omson Printing 
Company, of Philadelphia, designed to 
advertise a wule-qeck printing shop. 
In this they can hardly fail to be suc- 
cessful, for they are examples of the 
best in booklet printing. 


Wadhams & Kerr Bros., grocery 
jobbers of Portland, Oregon, put outa 
catalogue and price list which is “‘dif- 
ferent.” The bottom of pages, which 
were short of copy, have been admir- 
ably filied with advice which any 
grocer may profitably follow. 


The Chamber of Commerce, of 
Roanoke, va., has issued a carefully 
compiled booklet containing informa- 
tion for the guidance of prospective 
residents. Some of the points . dis- 
cussed are climate, water supply, and 
manufacturing, commercial and educa- 
tional advantages. 


A bank booklet, entitled “The Bank 
with a Record,” has been issued by 
the Mellon National Bank, of Pitts- 
burg. The manner in which the bank’s 
story is sub-divided deserves commen- 
dation. Space is given to the bank’s 
record in organization, growth, servige, 
profit and conservatism. 


Journal has 


The Army and Nav 
issued a little booklet which has a true 


military ttavor. The booklet is quite 
unpretentious, but is very apt to se- 
cure attention because of the unfin- 
ished sentence upon the cover:—‘‘Sir! 
I have the honor to report ”” Most 
anybody will turn the page to read the 
report. 


A booklet whieh has the saving qual- 
ity of humor, without loss of real adver- 
tising value, ig the ‘Diary of a ‘Daisy’ 
Boy,” prepared by the O. J. Mulford 
Advertising Company, Detroit, for the 
Daisy Mfg. o., Plymouth, Mich., 
makers of Daisy air rifles. Any boy 
who will not read the diary to the 
finish is peculiarly made, and if he 
doesn’t want a ‘“ aisy”” after that, he 
inust be a “dead un.’ 

If the latest booklet from the Bur- 
roughs . Adding Machine Company 
doesn’t have difficulty in reaching the 
trash-basket, the | Little Schoolmaster 
will be surprised. The booklet is. en- 
titled “Cheer Up and 52 _ Reasons 
Why,” and is decidedly different in 
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form and contents from the general 
advertising booklet. Every page has, 
at the top, a single reason why a Bur- 
roughs machine should used, and 
below, in fine type, this reason is com- 
mented on in an aphoristic way which 
is bound to hold attention. Each page 
has a drawing which pointedly  illus- 
trates the text. 


eS os 


MR. SMALL WAS NOT TO BLAME 

FOR THE ELECTRICAL COW. 

CHELSEA, Mass., Sept. 19, 1907. 
Editor of Printers’ INK: 

In the somewhat careless composing 
% my “Electrical Cow” letter of Aug- 
ust 20, published by you September 
11, I find that I have given the im- 
pression that I was the author, archi- 
test, designer and composer of the 
advertisement. I enclosed with my 
letter of above date, asking for your 
criticism, which you kindly gave. 

I have -also received letters from 
friends who also, by the wording of 
my letter, thought that I was guilty of 
the perpetration. Not that the adver- 
tisement is bad, but because I do not 
aspire to sail under false colors is the 
reason for this epistle. ~ 

Yours sincerely, 
Epwin E. SMALL. 


——_~+o> 

EITHER NEW YORK OR CHICA- 

GO WOULD BE BOUND TO 
REACH THEM. 

CLEVELAND, Ohio, Sept. 20, 
Editor of Printers’ INK: 

Dear Str—Is it the best kind of 
advertising for a publication to not 
state in its advertisement its business 
address? Every once in a while pub- 
lishers in their advertisements in 
Printers’ InK fail in this, to us, im- 
portant particular. 

I suppose I ought to know the pub- 
lication office of System, but the fact 
ts that I do not, and if I should wish 
to correspond with System, I should 
be obliged to inquire of you for their 
address; or to buy a magazine at the 
news-stand. 


1907. 


Yours truly, 
O. L. Dory, Manager, 
Manufacturers’ Oil & Grease Co. 
Sate aed 


“HOPE SPRINGS ETERNAL 
THE HUMAN BREAST; 
MAN. NEVER 1S, BUT ALWAYS 

TQ. BE . BLEST.” 
Horn-BAKER ADVERTISING COMPANY, 

Kansas City, Mo., Sept. 17, 1907. 
Editor of Printers’ INK: 

In a few days you will receive a 
copy of our new journal, Advertisers’ 
Magazine. This new journal will 
cover general and mail-order adver- 
tising very thoroughly, and we expect 
to make it the best journal in its field 
in the country. We expect this new 
journal to absorb the Western Month- 
ly with the October issue. 

Yours truly, 
Horn-BaKER ADVERTISING Co., 
: Ernest F, Gardner, 


IN 
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Facts— 


HERE are very few Advertising Agencies in America 
handling as much general advertising—newspaper 
and magazine accounts—as the Long-Critchfield 
Corporation. 


The Long-Critchfield Corporation is securing 
more new business—is: growing more rapidly—than 
any Advertising Agency in America. 


The Long-Critchfield Corporation prepares and 
places more advertising which brings direct—sangible 
results than any Advertising Agency in America. 


The Long-Critchfield Corporation was the first 
American Advertising Agency to maintain a complete 
Registration of Results—a Registration which extends 
over a period of fourteen years. 


The Long-Critchfield Corporation renews a 
larger percentage of accounts—year after year—than 
any Advertising Agency in America. 

The Long-Critchfield Corporation has more suc- 
cessful advertisers as clients than any Advertising 
Agency in America. 

The Long-Critchfield Corporation places a larger 
volume of strictly high-grade—legitimate advertising 
than any Advertising Agency in the West. 


The Long-Critchfield Corporation handles 70% 
of the Agency Agricultural Advertising in America. 


The Long-Critchfield Corporation works on the 
principle that it is better to satisfy o/d customers— 
and &cep business—than it is to neglect old customers 
in the search for mew business. 

The Long-Critchfield Corporation offers Adver- 
tisers the Most Complete Advertising Service in 
America—the fundamental principle of this Service 
being the maintenance of the best and highest-salaried 


Long-Critchfeld 
Most Complete Advertising 


Newspaper, Magazine, Mail Order, Agricultural, 
156 Wabash Avenue, Chicago 
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For Advertisers 


Copy Staff in existence—plus the most conscientious 
personal attention of a member of the Corporation to 
each account. 


There must be some very good reasons to 
account for the fact that the Long-Critchfield Corpor- 
ation handles, among its extensive clientele 


—the largest Electric Motor account in the country 
—the largest Correspondence School account in the country 
—the largest Stove account in the country 

—the largest Automobile account in the country 

—the largest Organ account in the country 

—the largest Paint account in the country 

—the largest Confectionery account in the country 
—the largest Steel and Wire account in the country 
—the largest Farm Implement account in the country 
—the largest Carriage and Buggy account in the country 
—the largest Wagon account in tue country 

—the largest Fork and Hoe account-in the country 
—the largest Incubator account in the country 

—the largest Cream Separator account in the country 
—the largest Scale account in the country 

—the largest Harvesting Machinery account in the country 
—the largest Cereal account in the country 

—the largest Refrigerator account in the country 

—the largest Household Supplies account in the country 
—the largest Roofing account in the country 

—the largest Telephone account in the country 


These accounts represent widely dissimilar enter- 
prises—among them are many of the most prominent 
advertisers in America. ; 

There must be reasons—very good reasons—why 
these accounts are handled by the Long-Critchfield 
Corporation. 

A member of our Corporation can explain these 
reasons fo you—can show you reasons why Long- 
Critchfield should handle your advertising. 


We solicit an appointment for a member of our 
Corporation to call on you. 


Corporation 


Service in. America 
Bill Board and Street Car Advertising 
150 Nassau Street, New York 
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(OO) GOLD MARK PAPERS@@) 





Out of a grand total of 22,898 publications fisted in the 1907 issue of Rowell’s American Newsrr- 
per Directory, one hundred aud twenty are distinguished from all the others by the so-called yo.d 


marks (@@) 





ALABAMA. 
THE MOBILE REGISTER (QO). Established 
1821. Richest section in the prosperous South. 


per nak B.C. 
Nearly eve! ashington subscribes to 
= KV ENING A oY SUNDAY STak. Average, 
, 35,577 oor 
ND PRINTER, Gh 
THE INLAND PRI Chica (@@). Act- 
ual average circulation for 1905, see. 
BAKERS’ HELPER (© ©), Chicago, ouly “Gold 
Mark” journal for baxers, Oldest, best known, 
TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results 


KENTUCKY. 
LOUISVILLE Pac we wpe 4L 
Best paper in city; read by best people. 


MAINE, 
LEWISTON EVENING JOURNAL. daily, aver- 
po August, 1907, 8,067; waeeve 17,705(© ©); 7.44% 
increase daily over last yea: 


MASSACHUSETTS. 

Boaten, Am. Wool and Cotton Reporter. 
ognized organ of the mens and woolen holes 
tries of america (OO) 

BOSTON EVENING SEiiecRIPT (OO). estab- 
lished 1830. The only gold imi gold mark daily in Boston. 


TEXTILE WORLD RECORD (OO), Boston, is 
uoted at home and abroad as the standard 
merican textile journal. 

WORCESTER L’OPLNION FUmJO08 ©) is 
the leading French daily of | of New Engla 


MINNESOTA 
PIONEER PRESS (@0), St. Paul, Minn. Most 
reliable paper in the Northwest 


THE MINNEAPOLIS JOURNAL ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classified pote | and more total 
advertising than avy y paper i in the Northwest. 


(©). 


NEW VORK. 

NEW YORK TIMES (@O©). Largest gold-mark 
sales in New York. 

BUFFALO COMMERCIAL (@©). Desirable 
because it always produces roduces satixfuctory results, 

BROOKLYN EAGLE (@@) i (OO) is THE advertising 
medium of Brooklyn. 

THE POST EXPRESS (@©). Rochester, N.Y. 
Best advertusing medinm in this section. 

ENGINEERING NEWS (¢ ).—An authority of 
the first order.—Tribune. Charleston, W. Va. 


ARMY AND NAVY JOURNAL, (© ©). 4 sma in 
its class in circulation, | influence and prestige. 


Se | AMERICAN SAN (@ ©) has the largest 
paper in the world. 


PR UE (99). pl more advertising in 1906 
r magazine, v weekly or mouthly. 


yrs Bes REVIEW (© (© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 
electrical weekly. Reaches the buyers. 


NEW YORK HERALD (©©). Whoever mepn- 
tions America’s leading newspapers mentions 
the New Yor HERALD first 

CENTURY MAGAZINE (© ©). There area fow 

ae = every community who know more 
than 1 the others. These people read tue 
Gurruny MaGAZINg. 





STREET RAILWAY JOURNAL (©©). The 
foremost ater, on ey and interurban raii- 
roading. vera Ni revlation 8,200. weekly. 
McGRAW PUBLI ING COMPANY. 


HARDWARE DEALEKS’ MAGAZINE. 
In 1906, average issue, 20,791 100.) 
Specimen co} a es u ues 
D, T. MALLE ul. 258 Krom way, N. Y. 
THE ENGINEERING RECORD (@©). The 
most progressive civil cnaineecig journal in 
the world. Circulation averages ov Be per 
week. MCGRAW PUBLISHIN 3 COMPANY 


FOREST AND STREAM, (co) 


st circulation of any gg 's week 
aan to wealthy recreationists. Write 


NEW YORK TRIBUNKI ry’ ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to date newspaper, whose readers repre- 
sent inteilect and purchasing power toa hign- 
grade advertiser 


ELECTRICAL WORLD (@@)._ Established 1874. 
The grest international weekly. Cir. audited, 
verified and certified Hea fos epee of Amer- 
ican Advertisers kiy cir. during 1906 
was 18,827. McGRAW P UBLISHING COMPANY. 


PENNSYLVANIA, 

THE PRESS (©©) is Philadelphia's Great 
Home Newspaper. It is on t.1e Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
a most desirable distinctions for any news- 
pre Sworn circulation of The Daily Press, 

‘or 1906, 100,548; The Sunday Press, 137,£63 


THE PITTSBURG 
(@ DISPATCH o 


The newspaper that judi advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fleid. ‘mly two-cent 
morning paper assuring a prestige most 
profitable to advertisers vargest Lome 
delivered circwation in Greater Pittsburg. 

















RHODE ISLAND. 
PROVIDENCE JOURNAL (© ©), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 


THE STATE (©©), Columbia, 8. C. Highest 
quality, large=t circulation in South Carolina. 


VIRGINIA. 


THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 


THE POST INTELLIGENCER (© ©). ‘feattle’s 
most progressive paper. Oldest in State; clean, 
reliable, influential. Ali home circulation. 


WISCONSIN. 


THK MILWAUKEE EVENING WISCONSIN 
(OO), the only gold mark daily in Wisconsin. 


CANADA, 
FAX HERALD (© 
Circulation 15,558, 


THK RA‘ ) eras the EVEN- 


ING MaiL. 
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“The Key “the 
Marketplace 
of the \Norld’ 


means simply the privilege of advertising 

in McClure’s. ‘“The Key” is a knowledge 

of the rates coupled with a knowledge of 

the restrictions. McClure’s Magazine is 

personally responsible to every one ‘of its 
half a million buyers for 
every announcement 
that appears in _ its 
pages. Therefore, it 
does not offer the ‘‘Key 
to the Marketplace” to 
anyone whose wares or 
whose words it cannot 
endorse. No manu- 
facturer can enter this 
marketplace without 
using the right Key, 
but to manufacturers 
whose goods ought to 
be sold to McClure 
readers is offered the 
best opportunity to dis- 
play their goods before 
the best buyers of half a million homes in a 
particularly attractive way. Ask for ‘‘The Key 

to the Marketplace.” 


THESTORY.OF Hie Lire sS6. THE! 
HISTORY (OF “CHRISTIANE SCIENCE - 


CURTIS P. BRADY, Adv. Manager 
44 East 23d Street, New York 


FREDERICK C. POOLE Western Representatives, 


FREDERICK E, M. COLE 
EGERTON CHICHESTER, New England Representative, Penn Mutual Bldg., Boston 


Marquette Bldg., Chicago 
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WE SUPPLY 


PREMIUMS 


TO OVER 1000 CONCERNS 


We design and install premium plans for 
any business, with or without the 
use of premium vouchers. 


0 U 4 cu « T 0 M ERS Publications, Wholesale Grocers, 
Coffee Roasters, Spice Grinders, 
SS = Retail Tea Merchants, Distillers, 


Millers, Manufacturers of Soap, Tobacco, Cigars, Baking Powder, 
Cereals, Drug Specialties, etc. 


OUR PREM HH M S$ Leather Goods Books 
Jewelry Harness 
LO AT SEL LEE SELON T Trunks Wagons 
Rubber Goods Bronzes Cutlery Automobiles 
Clocks Mirrors Household Articles Umbrellas 
Desks Sporting Goods Pens Rugs 
Typewriters Games Silverware Art Squares 
Safes Camcras Watches Porticres 
Office Fixtures OperaGlasses Smokers’ Articles Blankets 
Brushes Cut Glass Musical Instruments Hammocks 
Toilet Articles China Ware Lamps Furniture 
Ornaments Pottery Chafing Dishes Sewing Machines 
Go-carts, Bamboo Goods, etc. 


UR PLAN We will sell one premium at a time or 1000. We 
0 deliver to you or to any one you specify; thus you 
ee =cet the advantage of our tremendous stock with- 
out tying up any of your own capital whatever. As we buy in enormous 
quantities for over 1000 concerns, we get rock bottom prices, and can 
furnish any one premium to you at much less cost than you could 
buy the same premium in gross lots elsewhere. We will design and 
install a premium department for you at no expense whatever, and sup- 
ply you with such printing as you may need (coupons, catalogs, etc.) at 
what they actually cost us. We can supply you with a large, profusely 
illustrated 40-page catalog, bearing your own imprint, at 4 of the price 
that you could print. the catalog for yourself. 


OUR CATALO Our catalog shows our complete line. It’s 
free for the asking. When writing please 
a give details of how you are now using, or 


contemplate using, premiums. We may be able to give you some 
helpful suggestions. 


THE JOHN NEWTON PORTER CO. 


(JOHN NEWTON PORTER, Pres.) 


PREMIUM SPECIALISTS. 
Operators of the Manufacturers’ Trade-Mark Association, issuing the well-known 
UNIVERSAL COUPON. 


Address DEPT. 1, 253 BROADWAY, NEW YOR 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


INK WILL RECEIVE. 


41 UNION SQUARE,N.Y. 


FREE OF CHARGE! 


CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 





teat 


However widely known a con- 
cern or its products, care should 
be taken in its advertising, since 
the audience is naturally large 
and as naturally exacting. Repu- 
tation is sometimes elusive and 
easily dispelled. One of the 
South’s most brilliant writers 
was a man who cared little for 
personal appearance. His garb 
in public was little short of dis- 
reputable. A very ardent admir- 
er of this poetic genius, after 
meeting him, made the following 








RTISTIC enthus'asm finds plenty of 

room, during summer and fall days, 

for outdoor sketching; makes the most of 

pleasant weather, and goes furnished with 
Devoe supplies. 


Colors, canvas, boards, brushes, 
pencils, easels, palettes, stools, um- 
brellas: the things artists need; De- 
voe on them; the mark of quality. 


Ask your dealer for Devoe; 
or send to us. Address, 
Department E, 


Devoe 


176 Randolph Sueet - + Chicago 
Fulton and William Streets - New York 
1214. Grand Avenue + Kansas City 





No.1. 


remark: “Ugh, I have always 
been fascinated by that man’s 
works but I can’t enjoy a line 
he writes now that I’ve seen 
him.” 

The Devoe concern sell artists’ 
materials. They are good ma- 
terials and the deserve the envi- 
able reputation they enjoy, but 





when they are advertised by a 
silly little sketch, as shown in 
their magazine design, it seems 
as incongruous as hitching a 


Kentucky race horse to a sprink- 
Artists buy of Devoe. 


ling cart. 





























No.2 


It must amuse them when they 
see the miserably executed ad 

vertising design that heads th 

advertisement, and __ illustratéer. 
No. 2 is only one of many adap- 
tations of the idea that might be 
attractively presented. 

x * * 

The general make-up of the 
New York Belting & Packing 
Company advertisement suggests 
chaos and lack of intelligent ar- 
rangement. One of the most 
successful advertising men in this 
country and one proficient in 
publicity work made this state- 
ment at a dinner not loug since: 
“The man who plans the largest 
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or the smallest advertising design 
requires many of the attributes 
of an experimental chemist. He 
must have the ability to put in 
just so much of this and just so 
much of that to bring about the 
required result. Just as you 
would hesitate to have a pre- 
scription for a sick patient made 
up by a rank amateur, so an ad- 
vertiser should be wary of his 








EXPERIENCED ENGINEERS CONSIDER THE FAMOU 
COBBS HIGH PRESSURE SPIRAL PISTON & VALVE STEM PACKI 
AS THE STANDARD OF PACKINGS. 
FOR GENERAL HARD SERVICE THE MEN WHO HAVE - 
GROWN OLD AT THE SIDE OF AN ENGINE WOULD 
NOT USE ANY OTHER. THEY KNOW ITS VALUE. _ 


GIVE IT & TRIAL AND BE CONVINCED. 
si 


MANUFACTURED EXCLUSIVELY BY THE 
ORK 
BELTING 
AND 

PACKING CO..10.. 

91-93 CHAMBERS STREET. ° 

GRANCH STORES 
OMICANT EMPLOVE 


RESULT OF MUCH SCIENTIFIC. RESEARCH 
AND 1S ABSOLUTELY FREE vaom GRIT OR ACI a 














advertising prescription. You 
want someone who knows how 
to ‘Mix’—and in the right pro- 
portion. An improper dose may 
be fatal to the patient.” 

How much more concise and 
interesting this design would 
have been had a suitable and 
simple mortise been provided for 
all the copy, black type on a 
white background, and the illus- 
tration—which, by the way, is 
very poorly drawn—so arranged 
as not to cut up the reading 
matter. 

* x * 

A young Irishman, the pride 
of his father’s heart and a prom- 
ising collegiate, had been train- 
ing for a foot race some twelve 
weeks. He talked of little else 
and the old man finally became 
enthusiastic himself, hoping that 
his son would win. On the day 
of the great event the father was 
on hand, The crowd was large, 
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grand stand packed, and the 
sprinters went around the track 
in record time. Strange to say, 
young Pat was the last to cross 
the wire. “Phwat did yez make 
a showin’ loik thot fur, afther 
all yer talkin’?” exclaimed the 
peppery ‘and disappointed parent. 
“Yez run last.” 

“Shure, Oi did, Dad,” said 
young Pat, “but yez jest watch 
me nixt time.” 

When an advertiser buys an 
entire page in a more or less ex- 
pensive trade magazine and uses 
it only to tell the reader what he 
“will put in it,’ next time, our 
sympathy goes out to Pat’s father 
with wholesome sincerity. It is 
very doubtful whether any read- 
er would take the trouble to re- 
member this unique announce- 
ment for 30 days. There have 
been cases where “freak” adver- 
tising has won out. For weeks 
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expensive space is occupied by a 
single mysterious word, but the 
serious and altogether conserva- 
tive steel business, in any of its 
manifold branches, has no such 
trivial privilege. People do not 
like to wait. This is an excit- 
able, nervous, age and it is ask- 
ing too much to require a reader 
to follow up a disjointed adver- 
tising scheme through the wind- 
ing periods of its development. 
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1 the 
= YOUR P 
O say, 
= {Can rinter 
afther 
1 the | P ° 
arent, 
Equa these YICes 
Salc 
watch “ Just spend a moment going back over your old printers’ 
Ss an bills and compare the prices he made you with those quoted 
Pp y q 

» e- below. { Only the other day we were called in to figure on 
aa. a million lot of circulars. Our price was $1.25 per M, while 


our the bid of our nearest competitor was $2.00. Now, 75c.a 
thousand on’a million run amounts to quite a large sum. 
€ And, mind you, we knew nothing about competitive prices 
until after we handed in our figures. We simply figured cost 
and then added a small profit, and the result saved the concern 
nearly a doliar a thousand. 


{ We have one of the very finest equipped plants in the country. Every machine is of 
the very latest pattern. Insome of the departments we have machinery that has only 
recently been invented—machinery not possessed by another euumneodlal printing plant 
in the West—machinerv that is as far ahead of the old as the fountain pen is ahead of 
the old goose quill. | We own our plant and it is new, clean, large, light, and perfectly 
ventilated, And it is laid out, bui!t, equipped, and manned exactly as a printing plant 
should be if it is to turn out a fine quality of work at a very low price. 


Carefully Examine These Prices 


If your printer can beat them he is entitled to your work. 
You will find that the saving is a worth-while one. 


8-Page Bocklet 16-Page Booklet 
(SIZE OF PAGE 6x9) (SIZE OF PAGE 6x9) 
One Color of Ink. Fine Grade of Paper One Color of Ink. Fine Grade of Paper 


- $34.50 5M - ~-  $650,50 
- 49.25 OM - 74.00 
108.50 25M 175.00 

- 164,50 50M - - ~- 246.00 


Additional thousands, each - $2.75 Additional thousands, each - $4.50 


These prices include composition, printing in one color of ink, binding and trimming 
and paper stock, The paper on which these prices are based is one of the very finest 
grades of S. & S.C. Book. If, after seeing a sample, you decide tht you want some- 
thing better, we will supply any paper you may select, charging only the small difference 
between the cost of the paper we figure on and the paper you select. {] Possibly you 
have recently had a booklet printed. If so, it will be an easy matter to compare the 
price. Or if yours wasa circular or a catalog, send us a sample and we will give you 
figures on any quality for comparison with those you paid. {[ At any rate do something 
—get in touch with us and let us figure wth ANY PRINTER ON ANY JOB. 
{ Better do this now while you think of it, for our prices are figured much too close to 
permit our doing extensive advertising, so you will probably not see our announcement 
again for some time. We can print anything from a postal card to a 
lictionary. 


CLINIC PUBLISHING COMPANY 
1455 E. Ravenswood Pk. ° * CBICAGO 
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“AND BETTER HAD THEY NE’ER 
BEEN BORN 

WHO REA) TO OUBT, OR READ 
TO SCORN.’ 
‘ADVERTISERS’ WEEKLY,” 

All the news that interests editors, 
publishers, advertisers. All _ the 
ideas that help publicity in 
any of its branches. 

Edited by William Borsodi. 
Scranton, Pa., Scpt. 20, 1907. 

Editor of Printers’ INK: 


Put us. on the exchange list if you 
believe you should. 

We are going to mail, during the 
next two weeks, besides the ten thou- 
sand copies of the paper itself, a large 
number of circular matter. to all 


classes of advertisers, and such as 
ought to advertise. 

If you have no objections, we should 
like to offer our paper in combination 
with yours. What will you charge 
us? 

courtesy you will extend us 


An 
will be reciprocated by, 

ours very truly, 

“ADVERTISERS WEEKLY.” 


- 


A FREE PRESS. 

And let me suggest in all serious- 
ness, would it not be well to lay be- 
fore Congress a _ bill reducing the 
postage rate on newspapers and_ per- 
iodicals to one-half. cent per pound, 
repeal the duty on paper, repeal ail re- 
strictions upon circulation of the Pub- 
lic Press, allow the giving away of 
literature that would meet the needs 
of those too poor to buy it, thus to 
influence the masses and render them 
fit citizens of our Republic.. Washing- 
ton declared for no postage on the 
Public Press; could we have a better 
guide? Allow the influence of the 
Press to become universal, make it an 
instrument to raise the average level 
of citizenship that is being lowered by 
the arrival of every shipload of ignor- 








ant foreigners, who otherwise it will 
be difficult or impossible to assimi- 
late. Instead of going back, let us go 
forward.—Wilmer Atkinson. 
—-— +e 


It is better to take things as they 
come than to miss them as they go.— 
Burba’s Barbs. 








Advertisements. 


Advertisements in “ Printers’ Ink” cost twenty 
cents a line or forty dollars a page (239 lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount may be deducted if payment 
accompinies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly in advance. Ifa specified position is 
demanded foran adr peeennent, and granted, 

le price will be charyed 


WANTS. 


goer er FARM SERVICE for dailies 
or any way to suit. ASS IATED 
FAM PRESS, 112 Dearborn St., Chicago. 


fie circulation of the New York World, 


morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day 


WANTS TO BUY 
Farm or story ptper of 1,000 to 6,000 circulation, 
BOX 221, Auburn, Maime. 


PRINTERS’ INK. 


D-WRITER, thoroughly experienced in ad 

vertising agency work, wants position 

Familiar v ith rates, orders, management. Ad- 
ress “ F. D.,” Printers’ Ink. 


N EWSPAPER AD WRITI:R—versatile, origi- 
a nal, experienced—seeks engagement with 
first-class retailer or advertisi # agency. Ad. 
dress * W.N. Y.,” Printers’ Ink. 


Cw JLEGE man, recent graduate, to learn 
business with high grade firm; first cla: 
opportunity for advancement. Write usto- ~day. 


HAPGOODS, 305 Broadway. N.Y. 


DVERTISER, Goreuaty experienced, wou': 

like to take up Canadiav branch of a g« 

advertising agency. W. SPENCER, 266 B.. 
mural Street, Winnipeg, Canada. 





A™ around advertising man (29), devoting 

ha f his time to large manufacturer, desire 
another similar epee Ten years’ agency 
experience. “‘FRANCIS,” care Printers’ Ink. 


OOKKEEPER with bank education and 
ability to do any office-work, and Adver- 
tiser, English and rman, Powell graduate, 


offers his ee for a week. 
“5.1 ? 232 Ke. Ted | ¢. T2d Street, New York. 


EDITOR 


Fully equipped and experienced, editorial mana- 
ger and writer, desires pos tion in charge of im 
poitant newspaper. “HAMILTON,” Printers’ lik. 


RACTICAL NEWSPAPER MEN WANTED to 
fill Seairnane sitions now open 

e —_ a By nny! 

nt. ‘Se’ nd klet No. 7. 

FERNAL i 3 seweraPen ies EXCHANGE, 

Springfield, Mass. 


RE YOU LOOKING for a high-class editorial 
writer of wide experienc? and. ability to 
make your readers “sit up and take - notice?” 
If so, 1 e:n deliver the goods, and will be glad 
to furnish all information upon application. 
“C.X ,” Printers’ Ink. 


DITOR FOR TRADI PAPER WANTFD—One 
who can cover mechanical descriptions of 
office devices ana interview manufacturers. 
Must be conscientious, sober and willing. $30 to 
start. Address “CHICAGO PAI ER,” care of 
Printers’ Ink, New York. 


66 4 DVERTISERS’. MAGAZINE’ 
ERN MONTHLY should be read vy every 
advertiser and mail-order dealer. Best “School 
of Acvertising” in existence. ‘Trial subscription 
ten cents. ple copy free. THE WESTERN 
MONTHLY, 815 Grand Ave., Kansas City, Mo. 


50 Ad-Writers Wanted 


by an Advertising Agency for its various 
branches—graduates and students of advertising 

will ve given due consideration. Address “ IN- 
I ERKNATIONAL,” Suo-Station 16, Buffalo, N. Y. 


ANTED—By the Publication Department of 

a large Electrical Manufacturing Company, 
Technical Writers who can _ pare manuscripts 
for publications from _ dal — ed by en- 
gineers and salesmen, and write articles for the 
trade. journals. Some knowledge of electri ai 
matter is necessary, but experience in writin: 
for ublications is the prime requisite. Address 

*C. B.,” Printers’ Ink. 


7 YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified cul- 
umns of PRINTERS’ INK, the businese journal for 
adve:tisers, pudvlished weekly at 10 Suruce Si., 
New York. Such »dvertizements will ve inserted 
at 20 cents per line. six words to the line. PRINT- 
RRs’ INK ts the vest school for advertisers, and it 
reaches every week more employing aavertisers 
thay any opber vublication in tne United States, 


ANTED—Clerks and otners with commot 
school educations only, who wish to qual- 
ity forreaay positions at a week and over, lo 
write for free copy of my new prospectus anc 
endorsements trom leading copcerns every- 
where. One vraduate fills place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes bis suc- 
cess within a few months to my teachings. De 
mana exceeds suppiy 
GEORGE H POWELL advertising and Ruat- 
ness Expert. 471 Metropolitan Annex, New York. 


THE WkEs?- 
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HERE is an excellent situation open in the 
largest newspaper office in Schenectady for 

a first-Cluss bookkeeper and office man. He must 
be choroughly posted in newspaper office work 
and must be-« first-class boukkeeper; age pre- 
ferred about thirty. Address, stating references, 
SCHENECTADY GAZkiTTE, Schenectady, N. Y. 
+> 
MAILING MACHINES. 


;= DICK MATCHLESS MAILER. lightest and 
uickest. Price $14.50. F. J. VALENTINE, 
uffalo, N. Y 





Mfr., 178 Vermont St., 


COIN CARDS. 


& PER 1 Less for more; any printin 
¢ THE Gorn WRAPPER Cv,, Detroit, Mich. 


—_+o>——_—_ 
CARD INDEX SUPPLIES. 


NEY prices on Stock Cards and Special Forms 
¥ from manufacturers. Curds furnished for 
all makes of cabinets, Special discounts to 
a) 7 Trade. 
ANDARD INDEX CARD COMPANY, 
nr. 709 Arch St.. Philadelphia, Pa. 
Ee, 


ADVERTISI. NG NOVELTIES, 


| ig gta kind, from all Panetee- 
turers. . FRENC# CO., New York 











UY advertisirg novelties of the manufact- 

urer; 2 samples. \0c.; Toothpick cases, _ 
per 1000, ‘Steel nail file, in leather case, $30 

1000, youradon. J.C. + KENYON, Mfr., Owego, PY. 


INCREASE YOUR BUSINESS 
We have a plan to advertise 
your business by use of 
stickers, Send your name 
and address on your busi- 
a ness stationery and we will 
send you absoluteiy free,a 
olan that will be especially 
adapteu to your business, 
together wit mple stick- 

ers and han me catalog 

in colors, 

', LOUIS STICKER CO., 

101 Pine ‘Street, St. Louis, Mo. 














BOOKS. 


Forty Years an Advertising Agent 


BY GEORGE P. KOWELL. 
The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as & real business force. 
The remainder of the edition (published tast 
year) is now offered for sale. About 600 pages. 
5x8, set in lon; De Hg with many half-tone 
ortraits Clot d gola. Price prepaid. 
THE PRINTERS’ INK PUBLISHING CO., 10 
Spruce St., New York. 
—_~+or—__—_——- 


COIN MAI MAILER, 


g9 60 P. 1,900. For 6 coins $8. Any printing. 
Pade ACME COIN CARRIER CO., Burlington,la 





DISTRIBUTION. 


Mr. Advertiser, 
Can’t You Use It? 


OUR LIST OF GUARANTEFD DISTRIBUTORS 
covering the United States and Canada like the 
dew. Rod Men will Fora your Advertising 
Matter anywhere and to class of ple Fi 
ONE- FOU RTH THE cos! of MAITING. We 
will handle tne business for you, or, if you 
prefer to male your coats racts direct with our 
Distributors, WK WILL wat YOU ue DIS- 
TRIBUTORS’ DIRECTORY FREE. WE A 
ANTEE AN HONEST DISTRIBUTION, and will 
pay, for matter. not so Distributed or destroyed. 

RITE US NOW. See if we can’t do some- 
thing together. References : Publishers’ Com- 
mercial Union and Bradstreet. 

NATIONAL DISTRIBUTING CO.,, 
700 Oakland Bank Building, Chicago, II). 


FOR SALF, 


YOR SALK—Standard Auto Plate, in perfect 
order. “WEBSTER,” care Printers’ ink. 
| ee? = nego lex machine in excellent con- 
now in cparasion. Address EVEN- 
ING NEWS, Peekskill, 
1 ELLIOTT ADDRESSING MACHINE, 1 Stencil 
[eae 6 Cabinets (capacity 5,000 stencils each). 
000 stencil frames ail in perfect condition. 
? ’s. IVINS? SON, 625 N. Broac N. Broad St., Philadelphia. 
*OR SALE—Interest in goo good paying afternoon 
paper in the South. Only afternoon paper 
in city of, 25.000. with tine out-of-town suscrip- 
tion list. Address “NEWSPAPER,” care of 
Printers’ Ink. 


ADVERTISING AGENCY 
FOR SALE 


ntcors, to continued ill-health, owner must 
immediately dispose of agenc / specializing 
Mail Order Advertising and featuring Ad- 
Writing, Ad-Setting, A?-Placing, ' Job 
Printing, Typewritten Letter work, Rub- 
ber Stamp making, etc. Excellent opening 
for Publicity man with brains and energy. 
For terms and full particulars, address 
BOX 1064, PirrsFieLp; Mass. 




















—— ry 
POSTAGE STAMPS, 

BUY at 3 off, unused, U U.S.; «o.d. R. E. 
ORSER, 2404 Milwaukee Ave., Chicago, Ill. 
——__ <> 
CUTS. 
a6 59 tomake y your adv, matter at- 

a all shown in our book- 
0c. 8 copy. ENTEKPRISE 
SERVICE, 469 1 a t i B’klyn, N. Y. 
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Porto Rico’s 
Importations from the United 


States have increased in value 
$24,000,000.00 in the last ten years. 
Which proves— 

That the greater portion of the 
Island’s one miilion population is 
in a position to buy standard 
manufactured articles. 

Many manufacturers in the 
United States have realized this 
fact and have advertised their 
products in Porto Rico with the 
best of results. 

Long years of experience, coupled 
with an unexcelled advertising equip- 
ment, have placed us ina position to 
guarantee these results. 

We will be pleased to furnish 
any information regarding Porto 
Rico on application. 


THE ADVERTISING COMPANY 
OF PORTO RICO, 


San Juan, Porto Rico. 
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4 DVERTISING MEDIA, 


f lise 1905 issue of the American Newspaper 
Directory shows that the average issue 
of the Troy (O.) RECORD in 1904 was 1,150. Aver- 
age in 1903, 1,138. 


PR«NTERS, 


7E print catalogues. vooklets. circulars. acv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. Cu,, 514 Main 3t.. Cincinnati. ©, 
—_—___ +e ——-- 
ADVERTISING AGENCIES. 


D A. OXGORMAN AGENCY, 1 Madison Ave,, 
e N.Y. Medical Journal advg. exclucively, 
H W. KASTOR & SONS ADVERTISING * ae 
e PANY, Laclede Building, St. Louis, 4 
Awa ‘URAL and Newspaper Adverthing 
A.C. THEGEN AGENCY 422 Drexel Bdg., Phila, 
InKLAND Pont eg: oy sum, 
1029-Tribune Building, New. York. 
925 Chestout Street, Philaaelpbis. 
LBER! FRANK & Cu,, 26 Broad Street. N. Y. 
General Advertising’ Agents. Kstablisheo 
1872. Chicago. ston. *hiladelphia. Advertis- 
ingof all kinds placed %. every part of the world, 
ey ANUFACTUREKS: Ab VERTISING BUREAU, 
55) Frond way (one P Ou, New York. Ads 
in ne TRADE J PRN ALS our apeataky. 
Benj. R. Western, Frome: Kst. 1877. Bookie 
He 
HALF- LLF- TONES. 
Wri was for samples and and prices. STANDARD 
RAVING CO.. 560 0 7th Ave., New York. 


penricn copper © half-tones, 1-col.. “tay larger 
po per n. THE YOUNGSTOWN AKC «uh- 
GRAVING CO., 


Youngstown, Ohio. 
y 7Emakea specialty of balf-tones and color 
plates for post cards. Send for san:ples 
ENGRAVING 


bn K 


and prices. BALTIMORE, MD., 
CO., 24 8, Charles Street. 


ee EW -¥ +H K HAL —— 
75c.; 3x4, $l ; 4x5, $1. 
Seentins when —_ Seeouaeaies the order. 
Sena for samp: 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 
ALF-TONE or line preductions. 10 square 
inches or smaller. Irene prepaid. 74<.; 
Casa with order. Ail 
Service day and pigbt. 
Keferences furnisbea. 
Box 815, 


6 or more. 4%c. each, 
newswvaper screens. 
—— for circulars. 

spa 
Philadel 


r process-engraver. ?', \. 
phia. Fa. 


<2. 


PAPER 


B BASSETT & SUTPHIN, 
62 Lafayette xt.. New York City. 
Coated paversa specialty. Diamond B Perfect. 
Write for high-grade catalogues. 


BOOKLETS, 


BOOKLETS }""8.5""8 


$ popes, © x Sf Good paner. Sample free. 
THOMA UART, 45 Rose 8t., N. Y. 
BILLPOSTING AND AND DISTRIBUTING. 
trons Danville. Illinois Interurban Station Elec- 
tric tines run through rich farming country and 
into the mining districts; rich farmers, weli-paid 
laborers, the kind Pinch you want to reach 


Advertisin; apaon ne 1 per month, 
A PARKS, 3.2. oemest 


Vasxer & GREEN control the posting in 
more than thirty California towns and 
cities, including San Francisco, Oakland, Ala- 
meda, Berkeley, San Jose and others in the 
north; Los Angeles, Santa Barbara. Riverside. 
Redlands, San Bernarcino and othe: sin Southern 
California. Francisco office. Stevenson near 
Mth St, Los Angeles office, 229 San Pedro St. 
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SUPPLIES. 


W D. WILSON PRINTING INK CO., Limited 
e of 17Spruce St., New York, sell more m. 
some cut ioks than any other ink bouse iv the 
tri 

Special prices to cash buyers. 


FFICE PASTE prepared as needed. 
nard’s Paste Powder mixed at will with 
cold water; cieaner, better and cheaper th. n 
mucilage. Two-lb, carton will supply averay. 
office 12 months. Mailed t:» any address for 1) 
cents; stamps. BEKNARD’S PASTE DEPAR - 
MENT, Kector Building, ( hicago. 





e = 


TACS AND BUSINESS HELPS 
will put you in touch with more busitiess. 
Information and catalogue seut on request. 





PATENTS, 


memasPATENTS. that PROTECT 

Our 8 books for Inventors mailed on receipt 

of 6 cts. stamps. R. 8. & A. BR. LACEY, 
D.C. Estab. 1869, 


———____ ++ — 
PRINTING 


“(ge choice of printing consumers keep us 
conutinnaly busy. On receipt of your dat«, 
we can easily demonstrate whether or not your 
choice and ours is identical Perhaps it m y 
lead to mutually protitatle ees Who 
knows! Why not write now ft THE BOULTON 
PRESS, Drawer 94, Cuba, NY. 


Washington. 








PUBLISHING B = OPPORTUNI- 


In the Fall 


Is a good time to buy 

A publication. 

Several good ones now 
Available. ‘ 

A Trade Weekly $150,000, 


Mechanical Weckly 
$100,000, 

A Technical Weekly $50,c00, 

A Mechanical Monthly 
$15,000, 

A Mercantile Monthly 
$20,000, 

A Trade Monthly $15,000. 

There are others down to 
$2,000. 

Write, ‘phone or call. 


EMERSON P. HARRIS, 


roker In Publishing Property, 
253 BROADWAY NEW YORK. 
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PRINTERS’ MACHINERY FOR SALE. 





FOR SALE 


TWO BROWN 
FOLDING MACHINES 


Used less than one year. 
Address “ W. J. K.,” 


Box 968, Buffalo, N. Y. 











— aa — 


TYPEWRITTEN LETTERS. 





IMITATION 
TYPEWRITTEN LETTERS 


I operate the iargest plant in the world 


PREMIUMS. 


TPXHOUSANDS of sugge-tive premiums suitable 

for publishers and otners from the foremost 
makers and wholesaie aealers in jewelry ang 
kindred lines. 500-page list price illustrated 
catalogue. (@@) Greatest book of its hind. 
l'ublished annually. 35th issue now ready ; free. 
8. F. MYERS CO., 47w. and 4) Maiden Lane. N. Y. 


POST CARDS. 
Post Cards, $5.85 per M. 
from your photo. 


We make our Biotone post cards 
Krom any photograph at $5.85 
Per single thousan Lower 
Rates for quantities’ 

No a cards of the kind made 
By anyone. A fine advertising 

I >ropositi. on, Send for samples. 


Address our nearest house. 


for the production of C reular Letters, and BARNES-CROSBY COMPANY 


turn them out by the thousands or million : - : 
ia any syle of typewrit.r type, furnishing 25 MADISON ST., CHICAG"). 
162-136 W. 14TH ST., NEW YORK. 
TYPEWRITER RIBBONS 24-216 JHESTNUT S., ST. LOUIS. 
EXACTLY MATCHING. 
Send for samples and prices. You will 
wonuer how its possible fur me to produce 
such perfect work at so low a price. 


To those operating the'r own Mul'‘igraph | 
departments Lam prepared to furnish sup- y = 
plies at the totiowin: prices P @) I: C A R 'D) S 
— raph Ribbons, 8 inches wide, 20M 
lack, blue, purple, green or red, i MADE FROM £5 B \ YOUR PHOTOS 
“y ang per den a exactly — eo The Best ((| CO That's Made 


yt your ing, per doz ; 
it 2 y Special sais to large users. SEND FOR CAicae SAMPLES 
1” e 
DLTON M. M. ROTHSCHILD CURT TEICH & CO. Inc CHICAGO, 
Circular Letter Specialist ‘ 
9% Fifth Ave., Chic:gro, Il. Largest Manufacturers of Post-Cards 


ET 
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Mt Inks Right—Prices 
Reasonable. 


Please forward 100 pounds of your news ink. Kindly send some of your 
latest literature that we may know you are still doing business at the old 
stand and in your good old way. We are not large users of printing inks, 
but we have given you all our orders for several years, and shall continue to 
doso. Your inks are allright and your prices very reasonable, 

F, A. FRY, Publisher News, Newport, Pa. 


When ordering news ink it is necessary for the ink-maker to know the 
style and speed of your press, also the average temperature of your 
press room. A fast press ink will not work on a drum cylinder, and 
vice versa. Oftentimes, when this information is not given, we have to 
guess at it, and then there is a liability of trouble. My prices are 
strictly net cash f. 0. b. New York. 


25 Ib. kegs, $1.75 
50 * oP 3.25 
100 * - 6.00 
250 * = 13.75 
570 ** bbis., 25.00 


Send for my sample book containing one hundred and twenty-five speci- 
mens of my best selling inks. Money back to dissatisfied purchasers. 











ADDRESS 
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17 Spruce Street, New York 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, and any other suzgestions fur bettering this department. 








Fipetity Loan Co., 
Bridgett Building, Room 306. 
DanviLte, Illinois. 
Lditor Ready Made Department: 

Dear Str—Several years ago you 
very kindly criticised several adver- 
tisements tor us, to our benefit, and 
we are taking the liberty to enclose 
several more, which we would like to 
have undergo the same operation, if 
same should seem desirable to you. 

Through our manager, Mr. F. E. 
Tyson, we have been subscribers to 
Printers’ INK for a number of years, 
and read same, including your depart- 
ment, with ‘much interest. 

The cuts used on the enclosed ads 
are not stock cuts, but are drawn 
especially for us (they are used else- 
where later), and the ads are written 
partly by us and partly by Mr. Fred- 
erick Ward, of Chicago, who originates 
the cuts. 

If agreeable to you we would like 
to have your criticism of the ads in 
connection with the cuts. 

Thanking you in advance for your 
courtesy, we remain, 

Yours very truly, 
Fipetity Loan Co., 
(Signed) By F. E. Tyson, Mgr. 

P.S.—These ads are only part of a 
long series and are aimed at some par- 
ticular wants of the individual, usu- 
ally, which we believe is now the ac- 
cepted method of advertising for cer- 
tain lines.—F. Co. 


This is the easiest job I have 
had for a long time—and yet one 
of the hardest; for I have had to 
hunt for something to find fault 
with, where ordinarily faults stick 


out all over. They're good 
ads; perhaps the best; certain- 
ly among’ the best for this 
line, that I have ever seen, The 
cuts and subjects fit each other 
so well, and the series covers 
so. many of the unexpected 
occurrences that call for ready 
money. I have no criticism to 
offer, unless it be that the type in 
some of them is too small for 
easy reading. I regret that a 
photographic reproduction to fit 
these pages would render the ads 
illegible, so we shall have to be 
content with the texts of three 
of them, and without the cuts 
which add so much to their force. 


SICKNESS IN THE FAMILY. 


Doctors and druggist and  nurse’s 
bills to pay? And you can’t pay them? 





Maybe on this account, too, you are 
depriving the patient of medical at- 
tention or care or some delicacy which 
he or she craves and which would 
doubtless assist in a prompt recovery. 
To neglect a patient in any of these 
wayS May prove a serious matter ani 
there is no excuse for it. 

Of course the expenses in a case of 
illness frequently are heavier than the 
purse can stand, but if they could be 
paid out a little a month, for three or 
six months or a year, one’s regular 
jincome would take care of the matter 
| without difficulty. That’s the way you 
can repay us, if you borrow the neces- 
sary money here. Pay all your bills 
jan then you will have only one 
creditor to pay. Half the money you 
would pay to your creditors will satis- 
fy us and make it easy for you. 

We advance the money—privately— 
on furniture, pianos, horses, wagons, 
cows, etc., and the property stays in 
your possession, Better let us tell 
you about our easy terms and _ con- 
venient plans. 

FIDELITY LOAN CO., 
Room 306 Bridgett Building, 
139 North Vermilion Street, 
Saturday evenings until 

o’clock. ’Phone 2688. 





Open 9 





FRIEND FOR 
GET TURNED 
WN? 

Makes you feel pretty cheap, doesn’t 
it? You “tipped off’ your financial 
condition and didn’t get the money. 
Makes you feel like going behind the 
barn and take a kick at _ yourself. 
We’ve been there ourselves. 

Then is the time’ to see us. You'll 
find that we are ready to loan you 
money where others cannot or will 
not. And when you have repaid the 
amount you won’t be under obligations 
to your friends. 

We loan it to you—privately—on 
your furniture, piano, horses, wagons, 
etc,, without removing the property. 
Any amount from $10 upwards. Any 
time from one month to one year. You 
can get it to-day, if you let us know 
in time—at the best rates and easiest 
terms in the city. A square deal all 
the time. 

Call, write or telephone us to-day. 

FIDELITY LOAN CO., 
Room 306 Bridgett Building, 
139 North Vermilion Street, 

Saturday evenings until 

o'clock. ’Phone 2688. 


EVER ASK A 
MONEY AND 
DO 


Open 9 





EXPENSIVE ECONOMY. 


Extravagance is usually a very ex- 
pensive game, but some kinds of econ- 
omy are expensive, too. For instance, 
you may be saving up to buy a new 
outfit, while if you had the suit now 





and could make a more presentable 
appearance it: might be the deciding 
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thing in securing a more desirable po- 
sition or it might make an impression 
where it will mean money to you later 
on, There are other kinds of expen- 
sive economies, too; the above is just 
one instance. 

If you need money now and know 
you will be able to pay later why not 
borrow the amount of us and pay us 
later—a_ little at a time, if you wish. 
There is a lot of talk about paying 
cash as you go and it is a good thing 
—sometimes—but if individuals and 
merchants all paid cash about  two- 
thirds of the business of the country 
would disappear. 

We loan from $10 up on household 
furniture, pianos, horses, wagons, 
cows and other personal property with- 
out publicity, without removing the 
property and on the best terms and 
most convenient plans in the city. If 
you need money, try us and see. If 
we don’t satisfy you, we won't expect 
you to patronize us. 


FIDELITY LOAN CO., 
Room 306 Bridgett Building, 
139 North Vermilion Street, 
Open Saturday | evenings until 9 
o'clock, "Phone | 2688. 





BANK OF Daxora County, 
Oldest Bank in the County. 
Jackson, Neb. 
Editor Ready Made Department: 
Dear Str—Please tell me how you 
like the style of the ads in enclosed 
Bank paper for small town, where 
everybody knows everybody else? 
Very truly yours, 
(Signed) Ep. T. Kearney. 


It’s a good bunch, Mr. Kearney 
—a very good bunch—even for “a 
small town where everybody 
knows everybody.” And just to 
prove it, I’m going to reprint a 
few of them right here: 

Not so cold just now, but wait until 
December’s bitter blast. Then, and 
much before, you will need one of the 
fine Robes, Blankets and Fur Robes 
we are stocked up with. Remember, 
anything in Harness, Robes or Saddles 
at or below Sioux City prices. Hand 
made Harness my specialty. 

HANS KNUDSEN. 


THE BUMPER CORN CROP 
of ’o7 will demand more cribs to store 
it. We have the best line of cribbing 
in the county, and the price will suit, 
if you have inquired elsewhere. In 
fact, we are leaders for Lumber, Coal, 
Hardware, and can prove it if you 
call. 

EDWARDS & BRADFORD LUMBER 
COMPANY. 











OPEN THAT SAVINGS BANK AC. 
COUNT 


in our bank now. Save the pennies 
now, and the pennies will save you by 
and by from want and misery and 
poverty. Get a home savings bank of 
us, and see how easy it is to save and 
forge ahead on the road to prosperity. 
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Be your own man, independent, not a 
hired man all your life. Independence 
of mind and body comes only from 
saving. 

BANK OF DAKOTA COUNTY. 
BUGGIES, BUGGIES, BUGGIES. 

This is the month to buy that new 
buggy. Nice nights for riding, We 
have just received a full car load that 
must be sold at once. Can sell you, 
just now, a $90 buggy for $70, and 
good ones as low as $40. When yo1 
buy at Hickey’s, once, you will come 


again, sure. 
M. HICKEY. 


DON’T “YOU NEED 


a good farm wagon? I 
Buerkens for only $67.50. A_ valid 
written guarantee with och. Why so 
cheap? Because buy in carload lots 
and take the cash discount. This dis- 
count is $6.50 on each wagon, goes to 
you and brings you a good wagon 
cheap. I also give you the same bene- 
fit of cash discount on buggies. They 
start at $4o. 
Extra Wagon Boxes. 

I have a new, good one; combination 
hog and grain tight box for $18. You 
will surely buy it when you see it. 

JOHN RYAN. 





sell the 


And if there’s anything the 


matter. with that ad of your own 
—for getting right next to people 
and giving them that full feeling 
in the throat and that expanding 
sensation under the upper side of 
the vest—I can’t find it. 


VACATION TIME 


finds one yearning for a trip and rest, 
and a little later, yearning a heap 
more to get back to work. The nice 
thing about a vacation trip, is the get- 
ting home again, for you realize as 
never before, “There’s no place like 
home.” When one has lived over 
twenty-one years in a town, each year 
the happiest of his life; when all of the 
people have given him their trust, con- 
fidence and business through thick and 
thin and times that tried men’s souls; 
when you have seen their eager, help: 
ing hands stretched out on every side 
in sickness, sorrow and suffering, and 
with never failing charity to all; where 
you have yet to hear the first word 
spoken to you in anger, and you know 
that every man, woman and _ child 1 
your friend, if you need a friend- 
makes you feel ‘“‘sorter”’ grateful, o 
Well, I should say so! Here’s to 
good. old Jackson, the only place: on 
the map for me. If God ever made 
better people, better friends, better 
neighbors, he took them aloft ages 
ago. Just remember— 

“That the happiest day of travel, 
Is the day that you reach home.’ 
Faithfully yours, 

Ep T. Kearney, 
Of “The Bank That Always Treats 
You Right.” 
BANK OF DAKOTA COUNTY, 
Jackson, Nebraska. 
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Now. there’s afer. of is-; Appealing Strongly to the Desire for 
: Sh , of Louis Having Things yim’ in an Orderly 


ville, Ky.; the Shafer that is Kashion. srrom the New York 
boosting Jellico coal and making} +47”"¢* 
eee. ; Bros.’ stated re The Man Who 
Shafer niggas a lot of goo First Consults An 
stuff, but, lil e most of us, he falls Architect Is Lost— 
down once in a while. Not hard, lost’ 40.. dessa Gate (nk 
but just enough to jar a little. lost to the best method of 
ep 4 : building. Lost, because once 
Iiere’s an: introductory to one of in the counsels of the archi- 
his recent ads for Button Bros.— ae ae cae om me: 
a big well-balanced, good look- — ee > — 
. n . . an contractor, e€ way oO 
ing ad. This introductory is all extras and dissatisfaction, 
. pie is ae the way of increased co.t 
right except where it seems to and divided responsibility. 
become an admission that But- ‘ Reere is a new way ot 
er d uilding, a wa cac 
tons is a high-priced place, and hae ae me a ‘build 
. : ‘ ; a residence or a_ bank 
right there it becomes contradic- < oe: ter tes, abe 
tory and unsatisfactory. Shafer wants an old house re- 
os, Te . ie Deaut i’ modeled or decorated; a 
says, “A months buying at this way of peace, because he 
store saves you about $5 as com- manes but one contract and 
, : that one with us, for every- 
ared to other high-priced thing from the first design 
Pp gh-p 
”» RT “ott hint Seed to the final touch of decora- 
stores.” Now “other high-price tion and furnishing; _ be- 


stores” certainly puts Button’s in cause he contracts to pay a 
guaranteed limit of cost for 








the high-priced class, yet every the entire work and because 
line of this introductory is framed| cor tae be oe ge 


to convey the idea that Button’s| vice. 


Don’t consult an architect 


prices are low. It seems to me till you have learned more 
about this new way of time 


that Shafer must have meant and money saving. 

“other high-grade stores,” or We are the only expo- 

‘ : r . nents of this way, but we 

something like that. Very likely) have been at it for years 
: us : : and everybody is satisfied. 

most readers will interpret it Woes, call or shone. 

that way, and you will probably HOGGSON BROTHERS, 


say that- I am_ hypercritical, but 7 a, 


we can't’ afford to become care- Telephone 1919 38th. | 


less, even in these little things, | ae = 
| Lacks Only Price, im * Phila. 


for the habit is likely to STOW ON) tphia (Pa.) Record. 
us like a wart, only with more eee ee 


serious consequences, Linoleum 


4 s Ss 
SUPPOSE YOMONTEL $5 THIS Remnants. 
and there was a probability of find- Get the Iength you have 
ing “A Five’ every month in the year. been wanting for that vesti- 
You would be about “Sixty Dollars” -| bule, bathroom or kitchen 
ahead, wouldn’t you? Could you use that needs new floor covcr- 
this much extra money? Do you real- ing. 
ize that there are thousands of people Reduced one-third to half. 
in Louisville makityg money this way? Both Inlaid and Printed 
It’s awful easy—just shop at Button’s Linoleum, the accumulaticn 
and you’ll begin finding ‘‘Fives’ your- of the past season’s rem- 
self. It’s a fact. Our customers say nants‘ and cut __ lengths. 
so, they ought to know. A _ month’s Good choice. Good quality. 
b»ving at this store saves you about Good savings. A good time 

’ as compared to er high-priced to buy. 

And “Our Foods” are just as y 

pure—just as fresh—just as good— whi ya & 
only a little less in price. Begin with : bess! 
us to-morrow. Special Prices for 
Friday: and Saturday. 











Philadelphia, Pa. 
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Framed to Spur the Undecided Pos- 
sible Consumer. From the Wash- 
ington (N. J.) Star. 


16 Edwin Street. 
DoRCHESTER, Mass. 





Editor Ready Made Departmeni: 

Dear Str—I enclose you an ad 
which I have just clipped trom a_ semi- 
trade paper issued by the New Haven 
Railroad Y. M. C. A. 

It appealed to me chiefly og account 
of its brevity and consequent wit. I 
should like to know how it appeals to 
you, Yours truly, 

(Signed) J. C. Owers, Agent. 





I never was any “hand” to 
work out puzzles, so I always 
dodged that department of the 
rural and juvenile press which 
seems to have such a fascination 
for some people. And now, as 
I grow older and busier, I have 
an aversion for puzzles, such an 
aversion that they offend me on 
those occasions when the make- 
up man is so careless as to get 
one of them into the advertising 
section. That's a good joke of 
yours about its being an ad. 
Thought you'd fool me_ into 
working it out, I suppose. But 
there are some things that you 
can't make an ad of, however 
you try, and this is one of them: 


B. P. Ss. 


? 





A Confidence-Inspiring Bank Ad. From 
the Zanesville (O.) Signal. 


The 
Highest Honor. 


The State of Ohio raises 
each year an enormous sum 
of money by taxation. 

To get this money back 
into the channels ot trade 
and to prevent it remaining 
idle, the State has designat- 
ed several banks located at 
different points as State De- 
positaries. 

The highest honor a State 
can confer upon one of its 
banks is to designate it as 
a depositary for such funds. 
This bank is a Depositary 
for the State of Ohio. 

Four per cent interest 
paid on savings. 

THE SECURITY TRUST 

AND SAVINGS CO., 

Cor Fifth and Main Sts., 
Zanesville, Ohio. 
Capital $250,000. 

















The Last Call. 


If you desire to enjoy, 
the present scason, the con- 
venience and economy that 
a first-class Gas Service 
will give you, you should 
lose no time in installing a 
Gas Stove, Water Heater 
and Light Fixtures whil. 
our special introductory 
offer is in force. 

Already nearly 400 homcs 
and business’ places’ in 
Washington have been con- 
nected, and more _ than 
three-quarters of this num- 
ber are already using the 
commodity. Everybody is 
expressing not only _ satis- 
faction, but great delight— 
cspecially the housekeeper 
who has heretofore suffered 
from the heat of the coal 
stove or been annoyed with 
the gasolene stove. Many 
have expressed their sur- 
prise that the cost of using 
Gas is so small, and the ad- 
vantages so many. 

For a limited time, or so 
long as we _ have _ business 
cnough to keep our gang of 
men at work, we shall con- 
tinue to make installations 
free of charge; that is to 
say, we will connect your 
house from the main, supply 
you with a very superior 
gas range, having four burn- 
ers on top and a roasting 
and baking oven, and one 
lighting bracket above the 
range, complete for only $15. 

Already about 100 house- 
holders have taken advan- 
tage of this extraordinary 
offer. 

We will make the con- 
nection and_ install a_ hot 
water heater for $10. If 
the heater is installed in 
connection with the range 
and light, the price is then 


9. 

Present indications are 
that we shall be compelled 
to withdraw these offers 
and leave the _ installation 
in the hands of local plumb- 
ers which must necessarily 
increase the cost, for the 
reason that we are doing 
the work for nothing and 
selling the range and heater 
at about cost, in order to 
increase the volume of our 
business to a paying basis 
the first year. 

A postal addressed to the 


WASHINGTON GAS CO. 


is sufficient. If ‘you fail to 
secure the great advantages 
of this introductory offer, 
the blame will not lie with 
us. 
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ON BEING 
PREPARED 


For a long time this country has been so 
prosperous that it has looked ahead with fear 
and trembling to the evil days of adversity 
which, it said, were sure to come. What is 
the newspaper and periodical publisher doing 
to prepare himself for a period of depression 
which may, or may not, be imminent? 

‘Tight money” has a tendency to restrict 
advertising ; the labor unions have boosted 
wages skyward; the paper trust has added to 
the burden by putting an artificial price on 
paper that is almost unbearable. The outlook 
for the publisher is a gloomy one, if he is in- 
clined to make it so by ‘‘sitting tight” while 
the storm blows over. : But the wise publisher 

vwill hustle more just now than he has for the 
last five years. He will utilize every means 
possible to increase his business this Fall. 
He will consider it an act of wisdom, for one 
thing, to use the pages of Printers’ Ink, which 
is the paper that is read by the audience he 
wishes to address. 

A couple of weeks ago Printers’ Inx asked 
permission to tell publishers of a plan of ad- 
vertising for the balance of 1907. A dozen 
papers asked for particulars, and part of them, 
at least, have adopted the plan. We are ready 
to tell anybody else who thinks enough of his 
business to ask us about the plan. 


10 SPRUCE STREET, NEW YORK CITY 








